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| FAULTY SOUND-PROJECTION OFFERS 


WORST MENACE T0 OUR BUSINESS 


_ PATIENCE AND TOLERANCE 


_ BEST FOR DEVELOPMENT 
OF EFFICIENT MAN-POWER) | 


Commenting on the dae in the Publix man-power 
building policy, which was brought to light by the difficulty in find- 
ing adequate temporary substitutes during the proposed District 
Managers School, David J. Chatkin, General Director of Theatre 
- Management, tendered some sound advice to his lieutenants in 
command, which might well serve as the fundamental axioms of 


successful show business. 
“Choosing the easiest way out 
in the training of man-power,” de- 
clared Mr. Chatkin, ‘is bound to 
be disastrous, as it is in any pro- 
ject. The district manager, or 
theatre manager, who is constant- 
ly changing his men because they 
do not immediately fall in step 
with his ideas, is following the 
course of least resistance. Give 
your men a fair chance, just as 
you would expect one from those 
above you. Be patient with a new 
manager. He may be totally dif- 
ferent from you, in temperament, 
background, mentality and gen- 
eral outlook. Work with him. 
Study him. Seek out his good 
points as well as his deficiencies. 
Develop the former; eliminate the 
y latter, gradually, patiently and in 
a kindly, helpful manner. 
Drop the Whip 
“Don’t set yourself up as Czar 
over your men. The history of 
the past decade has thrown a sig- 
nificant light upon the ultimate 
fate of this type of ruler. The 
logical reason for their downfall 
is that tyrannical, high-handed 
methods are always ineffectual. A 
tyrant is always disliked and dis- 
trusted. By constantly holding a 
whip over his men, he gets out of 
them just a bare, mechanical and 
disgruntled fulfillment of their 
duties; he loses entirely that vast 
wealth of additional effort which 
comes with a man’s personal in- 
terest in his job, initiative, pride 
in his understood and acknowl- 
edged achievement, an encouraged 
ambition and the eager, alert co- 
operation which is born of a sin- 
cere respect, friendly liking and 
gratitude toward a sympathetic, 
helpful mentor, with whom he is 
working toward a common goal. 
“Don’t try to do all the think- 
ing for your men. If you treat 
your men as mere automatic fig- 
ure-heads to carry out your in- 
structions, they will become just 


(Continued on BO Two) 
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Dennis nis King! 


Derithts King, star of Para- 
mount’s super-picture ‘The 
Vagabond King,” will make 
personal appearances at the 
New York Paramount, be- 
ginning January 31, and at 
the Brooklyn Paramount the 
week of February 7. These 
will be King’s first motion 
picture house appearances 
and will afford an opportunity 
for syndicated interviews and 
feature stories which will hit 
the ek all over the country. 


TOLLS ON WIRE 
MESSAGES 
TOO HIGH 


Members of the Publix Cost 
Control Committee, according to 
Mr. Dembow.and Mr. Metzler, 
are being forced to the conclu- 
sion that the attention of every- 
one in Publix has not as yet been 
fully centered on cutting down 
telephone and telegraph tolls. 


Although aggregate sums ex- 
pended for rapid communication 
service were sharply reduced up- 


on the first pronouncement of the 
Cost: Control Committee against 
unnecessary and verbose wires 
and telephone conversations, much 
room remains for improvement. 
Copies of wires in the hands of 
the committee indicate the need 
for increased vigilance on the part 
of everyone in Publix. 
Comptroller F. L. Metzler cites 
the following incident to PUBLIX 
OPINION as an 
involved the needless expenditure 
of several dollars. The manager 
of a Western theatre requisitioned 
a check for payment of a monthly 
account amounting to $1767.20. 
Through error the check was 
made out for $1776.20, nine dol- 
lars in excess of the amount req- 
uisitioned. A little thought 
would have pointed out the ex- 
pediency of settling the account 
with a credit balance of $9.00, in- 
forming the home office of the er- 
ror and the settlement by letter. 
But the manager sent the account- 
ing department the _ following 
thirty-eight word straight wire: 


ee Company check 


of .... .... requisition called 
for seventeen hundred sixty 
seven dollars twenty cents 
STOP your check returned 


seventeen hundred seventy six 

dollars twenty cents STOP How 

do you wish handle this overage 

Advise Regards.”’ 

‘In giving as a specific sample 
a wire from the field to the home 


office,’ said Mr. Metzler, “I do not |. 


wish to imply that the home office 
is blameless in this respect. Here 
is a wire from an executive in New 
York, sent to a point in Florida. 
It contains approximately 
hundred and fifty words, and was 
(Conny on Euae Two) 
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instance which 


one) 


Premiere on 


Febr. 19 


With plans ae a box-office 
landslide during the showing 
of “The Vagabond King” go- 
ing on “at “a «rapid: pace; “the 
following words of acclaim 
come from Mr. Sam Dembow, 
jr, executive wicesDecsianys of 
Publix. 

“The Vagabond King’ is the 
greatest bit of property Para- 
mount has ever made or owned 
and in my judgment the most 
powerful entertainment mag- 
net in the history of show 


business!” 

This statement was made simul- 
taneously with the announcement 
that the world premiere of the 
photoplay would take place at the 

(Continued on Page Two) 


“Vagabond King’ PERFECT REPRODUCTION NOW 


MANDATORY IN ALL PUBLIX 
THEATRES, ASSERTS MR. KATZ 


Sound in our theatres is now a year and a half old. 


It has 


passed out of the experimental stage and has become more im- 
portant than any other single factor in the industry. 


For these reasons nothing 


less than perfection in sound 


reproduction will be tolerated in any Publix theatre. 

This is the tenor of a statement made by Mr. Sam Katz at 
the last cabinet meeting in which were outlined the activities 
of the department of maintenance and construction, toward 
making perfect sound as much a symbol of Publix as perfect 


service. 


“Sound today is in a position: analogous to projection many 


years ago,” declared Mr. Katz. 


“Poor projection was the rule 


because responsibility could rarely be placed. Projection prob- 
lems have been reduced to a minimum today because managers 


have learned more about this phase of showmanship. 


i ieee 


that all men do the same for sound. 
“A manager not equipped to maintain excellent sound re- 


production is not equipped to 


CORRECT SOUND RESULTS 
ONLY OBTAINED THROUGH 
CONSTANT CHECK ROUTINE 


By DR. N. M. “M. LA PORTE 


Research Engineer ae Publix Theatres . 


In last week’s PUBLIX OPINION, special instructions were 


published, entitled “Daily Projection and Sound Check. 2 


was stated therein, that “The manager or assistant manager 
should make it his business to go into the auditorium at least 
every 15 minutes during the day, if only for a minute, just to 
assure himself that his sound is correct.” 


The: importance OL. aese1 a oe Fo: 
routine visits to the audi- 
toriums at fifteen minute in- 
tervals cannot be overesti- 
mated. 

Your first iadenton on 
entering the floor should be the 
VORUME: LEVELicCol® the 
sound is too low or soft, parts 
of the speech or dialogue will 
not be heard, and this is more 
annoying than conversing with 
some one who speaks in a low 
voice, because you can’t ask 
the screen to repeat it. 

Echoes Distort 

Excessively loud reproduc- 

tion is even more objection- 
(Continued on Page Two) 
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Important 


Check all “panic bolts’’ on 
all exits daily. If any are 
found out of order, have 
same repaired or replaced 
immediately. 
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‘CHAUVE SOURIS’ 
TOURS PUBLIX 
CIRCUIT 


In the thirty-odd large cities 
where Publix stage units play, as 
well as in the smaller Publix- 
communities surrounding each, an 
item of important news to divulge 
to newspaper reporters, is the new 
and added drawing power that is 
being incorporated into Publix 
stage shows. 

These 30-minute concentrated 
elements of the best stage talent 
that the genius of vaudeville, mu- 
sical comedy, night clubs, and 
grand opera can supply, wrought 
into a beautiful whole by noted 
producers, now rank as the most 
outstanding flesh-and-blood theat- 
rical attractions en tour. | 

In a few weeks, the famous 
“Chauve Souris’ whicu for five 
years has been the annual Eu- 
ropean sensation of theatredom, 


(Continued on Page Two) 


It 


manage—and will not!” 


Crew In Field 

In order to bring sound condi- 
tions to a state of perfection with- 
in the shortest possible time a 
department of sound has been 
organized at the Home Office with 
complete jurisdiction in all mat- 
ters pertaining to sound under Dr. 
N. M. La Porte. This department 
is one of the units of the Main- 
tenance and Construction Depart- 
ment. 

In addition a crew of sound ex- 
perts under the supervision of the 
Home Office Department has been 
put into the field to work with in- 
dividual theatre managers. These 
men are accountable to the central 
department in New York and are 
under immediate supervision of 
the maintenance and construction 
supervisors in each division. 

Theatre Managers having com- 
plaints are to send them to the 
division supervisor of Maintenance: 
and Construction who will assign 
members of the sound crew ta 
work on the problem. 


Where necessary these technical 
experts will call the service men 
of the Electric Research Products, 
Ine., and follow through the work 
of servicing, replacement, etc., to 
the point where the equipment is 


(Continued on Page Two) 
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REMINDER 
CALENDAR 
IN MAIL! 


After You've Received 
Yours, PENCIL-IN any addi- 
tional reminders you may 
wish to add. SEND a list of. 
SUGGESTIONS and CRITI- 
CISMS to PUBLIX OPIN. 
ION, so that we can do a bet- 
ter job NEXT YEAR!! © 

If You Haven’t Received, 
Your Calendar by January . 
30, write to the Editor, PUB- . 
LIX OPINION, and same will 
be forwarded. 
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FAULTY SOUNDIPATIENCE BEST 


MENACE TO 
BUSINESS 


(Continued from Page One) 
once more functioning smoothly. 
Where necessary, they will consult 
with the service in the anal- 
ysis of defects. 

In every case of complaint, a 
report of the difficulty and correc- 
tion will be sent to Dr. N. M. 
La Porte, by the technical export. 

Further reports will be made to 
the division maintenance super- 
-visor.. All. matters of policy be- 
Tyond: the scope of the ‘technical 
squad’ will be taken up with the 
;Home Office. 

The task of organizing this de- 

partment is not yet completed but 

the lineup at present is as follows: 

New England Division operating 
from Boston 

North West Division operating 
from Minneapolis 

Mid-West Division operating from 

Chicago 
New York City 
South Eastern Division operating 

from Atlanta 
Saenger Circuit operating 

New Orleans 

In addition men will be assigned 
to operate from Dallas, Texas, and 
others will be sent to cover the 
Pacific coast. As the need for 
more men arises, 
added to the crew. 

Supplies From Warehouse 

Nor does this represent the ex- 
tent of the efforts being made to 
facilitate all improvements in 
servicing. Tubes and parts that 
need frequent replacement will be 
stored in the district warehouses 
and managers will obtain their 
supplies from these, instead of 
directly from ERPI as soon as 
methods of clearing have been de- 
vised. In addition, specially built 


cae hogar Oras 
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from 


equipment to test all tubes that 


have been discarded, will be in- 
stalled in each ‘warehouse. Ex- 
perience with one or two such 
testing sets has demonstrated that 
their tube salvaging value is from 
30 to 40 per cent. One such outfit 
manned with the proper personnel 
will be placed in each division. 

In accordance with instructions 
already issued to managers, all 
discarded tubes are to be returned 
to the warehouse, from which 
originally received, with notations 
giving the length of life of the 
tube and the cause of removal. 

To supplement all this, PUBLIX 
OPINION will make an even great- 
er effort than it has done up to now 
to bring information of an educa- 
tional nature on sound to indi- 
vidual theatre managers. In this 
issue for instance will be found 
much worthwhile material in a 
brief article by Dr. La Porte. 


‘CHAUVE SOURIS’ 
TO TOUR CIRCUIT 


(Continued from Page One) 
will become a Publix unit-show. 
Niketa Balieff, famous master-of- 
ceremonies, and pet of the nobility 
of a dozen nations, will appear in 
“person with his entire 1930 pro- 
duction. It will be presented only 
in its essentials, in 40 minutes, in- 
stead of its customary ninety 
minutes, but all of the stars, 
musical events, and lavish humor 
will be intact. 
This sensational event, will 
be followed by others of equal 
importance, in regular succession. 


‘Navy Blues’ Breaks 
Records Everywhere 


“Navy Blues,” starring William 
Haines, is breaking records 
wherever it is being played: M. L. 
Elewitz, publicity director of the 
Publix Paramount, Des Moines, 
Ya., helped to uphold that record 
by effecting stunts and tie-ups in 
conjunction with the showing of 
that picture at his theatre. He 
obtained permission from the 
Navy Department to post a one- 
~gheet on a downtown Naval Re- 
: eruiting stand and to continue do- 
: leads so for other a 


they will be. 
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DEVELOPER OF 
MAN-POWER 


(Continued from Page One) 


that. The best way of making a 
man lose his confidence in him- 
self, his initiative and indepen- 
dence, is to make him feel that 
everything is mapped out for him 
—all he has to do is to follow in- 
structions. 
You Will Profit 
' “Your managers have _ intelli. 
gence— why not let them use it? 
You will be the one to profit by it. 
For if a manager does a good job 
in his theatre, invariably, it re- 
flects favorably upon you, and 
justly so. What is more impor- 
tant, it is the surest way of build- 
ing up the,men under you. That 
—and I cannot stress it too 
strongly—is the major require- 
ment of your job. 
“The work you have done so 
far is practically stripped of all its 
benefits, both to yourself and to 


the company, if you haven’t de-. 


veloped one or two understudies 
who, able to take your place, will 
permit you to move higher up. 
The company. develops, becomes 
stronger and more closely knit in 
accordance with the _ universal 
principle of all growth—where 
there was one before, two or three 
have taken its place. There is no 
other way for you to move up. 
The district manager who cannot 
recommend a man in his district 
to take his place is indeed in a 
sorry plight. 


Great Thrill 


“Aside from the purely ma- 
terial aspect, I should say that 
building up men is the greatest 
thrill in life. One experiences the 
satisfying glow which comes with 
all creation. The artist, poet, mu- 
sician and sculptor create with 
paints, words, sounds and clay; 
you are dealing with human be- 
ings, with the brains, talents and 
characters of men. 

“A successful theatre manager is 
your product, and you should be 
justly proud of him. For he is suc- 
cessful because he has assimilated 
your ideas, because his latent in- 
dividual talents have been drawn 
out and developed under your tute- 
lage, his originality spurred and his 
ambition fired by your encourage- 
ment. He is veritably your brain 
child in the industrial world. 


“T feel certain that if there were 
more of this parental attitude be- 


tween district managers and their 


men, a great impetus will have been 
given to Publix manpower policy.” 


re) 
OPINION, as follows: 


will there’s a way’.”’ 


Publix theatres. 


arrangements? 


ness on Publix forms? 


any of the above. 
dollars. 


by that trespasser. 
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The manager of a theatre in a mid-western town, playing 
pposition to Publix theatres, writes to the editor of PUBLIX 


“From time to time I have been able to secure a copy 
of your publication, and believe me, I have thoroughly en- 
joyed reading every line of it, to say nothing of the profit- 
able suggestions and ideas that are contained in it, which 
have proved very valuable to me in many instances. 


“While I am not associated with the Publix chain, it 
occurred to me that there might be a possibility of obtain- 
ing a copy weekly—you know, they say ‘where there’s a 


PUBLIX OPINION audibly wonders who the Publix em- 
ployee is who has been so solicitous of the business welfare 
of his opposition that he furnishes them with a copy of this 
paper, so that his box-office may flourish at the expense of 


Does the orchestra in this opposition theatre play Publix 
Are shorts from Publix programs bicycled 
over to his theatre for his midnight show? 
borrow and wear Publix uniforms? 
by an ample supply of Publix cleaning fluids and compounds, 
made from Publix formulas developed as the result of years 
of expensive scientific research in Publix laboratories? 
his treasurer make out box-office reports of tremendous busi- 


PUBLIX OPINION is Publix property, just as much as 
PUBLIX OPINION is paid for with the 
money of the Publix Theatres Corporation, just as the above 
mentioned aids to better operation are paid for with Publix 
And not without reason is each copy of PUBLIX 
OPINION marked “Contents Strictly Confidenti 

Your editor refuses to accept the pee proffered 
Of course Mr. Opposition likes PUB- 
LIX OPINION. He ought to. 
he’s getting) free of charge, the money value of all of the ex. 
perience and ingenuity that all the showmen in 1200 of the 
world’s finest theatres can give. 


Ene 


AVOID ‘FREE TICKETS’ 


W. H. Hall, manager of the Saenger Theatre in Pine Bluff, Ark., 
knows how to phrase newspaper stories and advertisements on contests 
in which theatre tickets are the awards, so that the “free ticket” angle 


is entirely avoided. Reproduced 


herewith is part of the newspaper 


story in which he announces a Fairbanks-Pickford identification con- 


' test in connection with “Taming of the Shrew.” 


Notice how it is dis- 


tincitly specified that the passes were purchased. Treatment in this 
manner actually enhances the value of passes and tickets as awards. 


sic Po aE oat daca caer 


SK yeaa 3 sodeni eh 


lif You Know the Fairbanks 
| Family Here Is Chance to 
_ Win Pass to Saenger Theatre 


—& How well do you know the Douglass 
wFairbanks Sr., family? How. many of 
withe pictures made by the members 
mof-this famous partnership of Doug 
mand Mary have you seen? How many 
do you remember and how close can 
Byou come to picking out the pictures 
Sin which each of these two famous 
mstars took the leading role? Also, 
ewhat is a shrew? 

8 If/ you can select from the list 
swhich appears following this the pic- 
stures which were made by Doug and 
mthose made by Mary, mark ‘em just 
sright inside the initials (D) and (M) 
: as the case may be, and show a lit- 
: tle speed, ‘you will receive a full 
i;month’s pass to the Saenger théatre. 
mAnd if you don’t happen to be first 
sand are second, third or even 10th 
aN ‘Old ee be well repaid for the time. 
ae OW orte the Commer. 
Aly ial has pee. from W. H. Hall,® 
Bas abe Jil seee sas one each, one mony b 
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‘VAGABOND KING’ 


DUE FEBRUARY 19 


(Continued from Page One) 
same time at the Criterion in New 
York and at Palm Beach, Florida. 
In New York there will be a pre- 
view for the press on February 
18th, followed by a public two-a- 
day run starting the next day. 

Two weeks: later, the picture 
will be released at thirty key 
cities with an increased admission 
of $1.00 top. In two weeks more, 
there will be a general release at 
popular prices. 

It is expected that the activity 
going on in the Home Office in 
pehalf of this production will be 
duplicated in every house in which 
it plays. 


Rialto Theatre, West Palm 
Beach, opened December 25. C. H. 
Bliss is manager. 


lis 


v7? 


Do his ushers 
Do his cleaners benefit 


Does 


It costs him nothing—and 


El MUHA 


three-week, two-week, one-week and/¥ 
10 singles passes which will be award- |} 
ed to its readers in a Doug and Mary} 
contest. : : 

These celebrated stars, Mary, and '% 
her husband Doug, next Tuesday,:4 
Wednesday and Thursday, will be seen '@ 
in Pine Bluff for the first time in @ 
a picture in which they co-starred. |} 
It is an unusual event. Several years | § 
of appearing separately as individual |? 
stars and now co-strred should be}; 
interesting. 4 

They will be seen here in “Taming |% 
the Shrew.” Geel: 

Here’s the contest: Below you will|# 
find listed 86 pictures, one in which |% 
Doug and Mary co-starred (Taming|§ 
the Shrew”) the others only having ¢ 
been graced by one of the members|& 
of the partnership. 

Mark a (D) after the pictures which | § 
starred Doug and an (M) after Mary’s|@ 
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SG’ POLLS ON WIRE 
MESSAGES 
T00 HICH 


(Continued from Page One) 
sent as a night letter, the cheapest 
telegraphic service available. But 
I have checked twelve superfluous 
adverbs alone. They were in- 
cluded for emphasis, but had this 
wire been written in one hundred 
words it would have covered the 
subject quite as fully, and would 
have been twice as emphatic. 


Much Redundancy 

“In addition to these two specif- 
ic instances of carelessness,’’ con- 
tinued Mr. Metzler, ‘‘we are con- 
stantly encountering examples of 
redundancy. The phrase ‘rush 
immediately’ occurs many times. 
‘Rush’ conveys exactly the same 
meaning, at one-half the cost. In 
several wires, sent to persons on 
the road at advance points on 
their itineraries, we have noted 
instructions to ‘telephone me as 
soon as you arrive.’ Why not 
‘telephone me’? 


“These derelictions are petty in 
themselves, in the main, yet the 
total sum they cost Publix is 
alarming.”’ 

“Tt is within the power of the 
Cost Control Committee to regu- 
late wires originating in the home 
office, but in the case of wires 
from the field or from point to 
point in the field, the only means 
of control is a sense of distinct 
personal responsibility on the part 
of every Publix employee. 


All Must Help 

“Only through the individual 
effort of each employee can tele- 
graphic costs be cut to a mini- 
mum. Persons receiving wires 
collect and chargeable to the re- 
ceiving operation should immedi- 
ately protest if needless expense 
has been incurred. Persons send- 
ing wires, prepaid or collect, 
should subject them to strict per- 
'sonal censorship. 


“Mr. Dembow wishes it dis- 
tinetly understood that no one 
is immune from criticism for 
sending wires of the type we 
are striving to avoid, and equal- 
ly understood that no rancor to- 
ward the critic will be tolerated. 
Frank censorship of wires on the 
part of those whose departments 
or operations are to pay for them 
is the sole solution of this problem. 


“This move on the part of the 
Cost Control Committee’ is not a 
temporary gesture. Unceasing vigi- 
lance on the part of every one is 
Se ee and expected.” 


Constant Call 


Geeried feo | from Page One . 
able, because while all of the | 
dialogue can be heard, it can-7 
not be understood because of 
the distortion introduced by 
echo and reverberation from | 
walls, ceiling, or, in fact, anyg 
enclosing surfaces. 

Remember that sound is. 
electrical energy from your 
amplifier, converted into me-_ 
chanical energy by your loud 
speakers and projected into. 
your auditorium by your horns. 

Read the above statement 

over slowly until you are 

sure you understand it so 
that you can grasp the fol- 
lowing important facts: 
1st: ALL SOUND projected by 
your horns into your auditorium | 
must be either absorbed by 
your audience or your walls,” 
ceiling, drapes, carpets, etc., and 
any excess over the capacity to” 
absorb sound will be deflected 
by the walls and ceiling back 
into the auditorium, thus preg 
ducing echos. 
2nd: Every time you move youl 
fader one point up, you very ma-— 
_terially increase THE SOUND 
XNERGY in your house but do- 
mot increase the sound absorb- 
ing capacity of your walls, etc. 
Therefore the deflections of 

‘sound or echoes are MORE 

THAN DOUBLED. 
srd: Running the FADER 100. 

LOW means that the sound is 

absorbed by the walls, drapes, 
and audience before it has time 
to reach the rear of the house. 
4th: CORRECT VOLUME is that” 
level which will reach the back 
of the house when listened to— 
in LINE WITH THE HORNS, 
and ‘dead’ or weak spots in be-— 
tween indicate either incorrect 
position of horns or an insuf- 


ficient number of horns for the” 
area to be covered. 


5th: DO NOT try to cover weal 
spots by raising volumes. It 
ruins good areas by producing 
reverberations. Have the horn 
positions checked by a sou 
service engineer. 


6th: DO NOT select the worst spotl 
in the house as the place from — 
which to judge your sound, be- 
cause if you attempt to get a 
correct volume in an unfavor- — 
able spot you can rest assured — 
that the otherwise normal spots — 
will be too loud. Select a spot — 
representing the average condi- 4 
tion. 


7th: The necessity for 15 MINUTE. 
CHECKS, particularly on 
volume, can be best explain 
by referring to your ordinary 
incandescent bulb which, as you — 
have no doubt observed, 
changes its brightness very | 
considerably for each _ very 
slight change of voltage. Your — 
movietone exciting lamp is of 
the same type, and changes its” 
brightness and therefore its ef-— 
fect on the photo electric cell 
with every slight change i 
voltage, affecting volume im 
proportion. Your electric serv- — 
ice voltage varies with the — 
switching on and off of both 
lights and motors, affecting the | 
sound at each variation. 


8th: THE OPERATOR in the | 
booth cannot hear the sound — 
from the auditorium, and has— 
no way to judge accurately the — 
volume in the house. The — 
manager must keep him in-— 
formed. — a 


9th; When the manager or assist- 
ant manager is not on the floor, : 
an usher should be deélegated as — 
SOUND OBSERVER to check vol- : 
ume, rather than let it be uncon- 
trolled between managerial obser=- 
vations. 

10th: The matter of VOLUME CON- — 
TROL is so vitally important that _ 
if you don’t understand every 
word of this article, write to the 
‘Editor of. Publix Opinion asking 
about the point you ne under- 


Pde EAE 


FILM PROGRESS 


CONVERTS THE 
NEWSPAPERS 


Ten years ago, when the first 
Balaban & Katz deluxe motion 
picture theatre was opened in 
Chicago, this pretentious depart- 
ure from the Nickelodeon type of 
theatre, came in for a great deal 
of kidding in the newspapers. 


“Balaban and Katz Service” re- 
ceived the brunt of ridicule be- 
cause this firm originated the idea 
of comfort, luxury and courtesy 
in theatres. 
that the ‘‘West 
Point usher” 
plan originated, 
and provided the 
thought which in 
one form or 
another .won 


Can you get 
your local 
newspaper 
feature 
writers to 


“do? a local many an alleged 
story on this humorist a five- 
information| dollar ‘“‘prize- 
jfand other] joke’ check. 
facts you can With those 
think of? checks, the 


“humorists’’ pur- 
chased more tic- 
kets at B. & K. box-offices in or- 
der, to garner more gags to get 
more checks. 


No musical comedy-revue in 
Chicago was complete unless it 
had a skit on Balaban & Katz 
service. 
went to B. & K. theatres in con- 
stantly increasing numbers, to find 
that Balaban & Katz service, 
smilingly rendered, was infinitely 
preferable to ‘“‘legitimate’’ theatre 
box-office insolence and usher in- 
difference. 


' The first Balaban & Katz stage 
presentations were treated to 
another barrage of derision by the 
wags. They survived, however, 


'and prospered, and brought pa- 


trons to the theatres in such num- 
bers that Chicago became edu- 
cated to larger and finer lobbies 
for fhe accommodation of “‘standee 
holdouts.”’ Pianists, introduced 
in these lobbies for the entertain- 
ment of standees, were twitted by 
the newspaper wits, and when 
masters of ceremonies were placed 


It was at this time} 


Audiences roared, .and 


on the stages, movie critics and 
feature writers’ were beside them- 
selves with joy at this new angle 
of attack. 


All in all, the joke-smiths 
seemed to resent. the strides made 
by Balaban & Katz in their efforts 
to improve the standards and sur- 
roundings of motion picture pre- 
sentation. Gradually, however, 
these efforts were attended with 
public approval and financial suc- 
cess. Balaban & Katz standards 
of deluxe theatre operation, incor- 
porated into the organization of 
Publix, spread all over the coun- 
try, to be widely imitated by al- 
most every branch of show busi- 
ness. Finally the fact that 
the verdict of public approval was 
unanimous, dawned upon the 
press. In one paper after another, 
chaffing gave way to eulogy. 


Staunch till the end, the Chi- 
cago Tribune was the last of the 
Chicago papers to capitulate. The 
first admission of its changed atti- 
tude is the following excerpt from 
the column conducted by Mae 
Tinee, movie critic extraordinary 
of the self-styled ‘‘world’s great- 
est newspaper.’’ So complete has 
the conversion of the Tribune 
been that this story is well worthy 
of being retold, verbally, to your 
local newspaper writers. The 
article follows: 


‘Never Backward’ 


“There’s one thing about this 
great industry that we’re so in- 


terested in—it never moves 
backward. Unfailingly it pro- 
gresses, faltering sometimes, 


but never stopping nor losing 
ground. The motion picture 
which, only a few years ago, all 
but a few wise men thought a 
passing fancy, has become the 
enduring passion of nations. 
“The nickel show has flow- 
ered into a mammoth, multi- 
colored enterprise. Great pic- 
ture houses of comfort and 
beauty replace the one-time 
dingy movie theatre. Moving 
shadows speak, sing, and are 
increasingly alive with color. 
It won’t be long now till the 
black and white film will be as 
passe as the silent. film is be- 
coming. ‘The enlarged silver 


sheet is here and the depth 
screen has been found wonder- 
ful, if, as yet, somewhat want- 
ing in practicability. 

“Not so long ago the ‘legiti- 
mate’ actor put on his high hat 


FREE INSTITUTIONAL PUBLICITY 


Guy Kenimer promoted this free institutional advertisement for 
the Tampa, Victory, Strand, Franklin and Seminole Theatres in Tampa, 
Florida. The First National Bank paid for the four column, ten inch 
ad, congratulating Publix upon its investment in the city. You can 
get similar space for your. theatre if you go after it. . 


Tampa moving picture theatres. 


Corporation, which owns or controls five Tam; 
Tampa, Victory, Strand, Franklin and Seminole. 


of $65,000. 


her visitors. 


Franklin and Madison Streets 


4 $3,000,000 Investment 
To Amuse Tampans 


Seventeen years ago, the first “movie” theatre, the San Souci, 
was opened in Tampa. Today, about $3,000,000 is invested in 


More than $2,000,000 has been invested by thé Publix Theatres 
theatres: 
e Tampa | 
Theatre alone cost more than a million dollars to build. Since 
its opening on October 15, 1926, neatly 3,000,000 persons have 
passed through its charming patio, and have seen many “first 
tun” pictures and listened to the great organ, built at a cost 


Scenes taken in all parts of the world are shown to thousands 
of persons daily in Tampa theatres. The moving picture indus- 
try of the world contributes to the amusement of Tampa and 


Likewise, in its own field of finance, The First National Bank 
‘of Tampa brings to the services of Tampa and her neighbors 
facilities ‘of world-wide extent, the benefits of many years’ ex- 
perience in Tampa and the strength of a conservative, time- 
tested institution having abundant resources for sound banking. 


The First National Bank 
Of Tampa 


South Florida’s First Bank 


Opposite the Court House 
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THE ‘PARADE’ IN FRONT 


This glowing account a the merits of Chevalier’s latest picture can 
be photographed, enlarged and mounted on an easel in your lobby as 
noted in PUBLIX OPINION, Vol. III, No. 19, page 3. 


SCREENLAND for February 1930 


SCREENLAND 


and held his garments aside as 
the film producer passed by. 
Today the pick of stage talent 
stands with hand at ear eagerly 
awaiting a call to Hollywood. 
Vaudeville totters because all of 
its artists worth keeping have 
gone microphone, and the Kleig 
lights rival gayly the lights of 
old Broadway. 


“It cost you $6 once to see 
and hear Al Jolson. Now 35 
cents brings you all you want 
of him. Is it a Ziegfeld revue 
you crave? Lo, Ziegfeld has 
contracted to screen it for you. 
An operetta? You have it. A 
girl show? Dozens of them! 
The sex drama, the hale and 


hearty out-of-door number, the 


study in psychology—all are 
yours for the asking. 


“Haphazard direction and 
snooty stars are tolerated no 
longer. Progress has demanded 
and obtained the balanced cast 
guided by men who know how. 
Classics are being more and 
more skilfully adapted to the 
sereen. Original scenarios are 
far better than they used to be. 

‘Fans Set the Pace’ 


“We fans are important fac- 
tors in this march of progress. 
Our increasing knowledge of 
what is mediocrity and our dis- 
satisfaction with it are the in- 
dustry’s digitalist, strychnine, 
and cod liver oil. Our indif- 
ference would spell its doom. 

“I’m no prophet, but this I 
know: that during 1930 the film 
industry will PROGRESS!” 


RIVOLI RECEIPTS 


BREAK RECORD 


In the story printed recently in 
PUBLIX OPINION telling of the 
eight or ten records broken by the 
Rivoli Theatre during the holiday 
week, the daily record established 
on New Year’s Eve was $14,500 
instead of $12,000, according to 
Manager J. C. Wright. - 

Previous daily record was $12,- 
700, and this sum was exceeded 
by 10 p. m. on the day in question. 


Garden Theatre, Palm Beach, 
Fla., opened January 12. R. H. 
Layne is managing the house. 
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RETURNPRINTS ; 


i ¢ 
; 
A general order has been : 
¢ issued by Boris Morros, Di- $4 
? rector of the Music Depart- ? 
¢ ment, to the effect that all 4 
¢ prints from the Music Nov- }$ 
? elties Department are to be ; 
¢ returned to the Paramount ; 
¢ Building in New York City. 
; Unless this is done, the full 
¢ cost of the print will be & 
; charged to the theatre. The $ 
s prints referred to include ; 
¢ the Thanksgiving, Christ- ° 
; mas, and New Year’s Novel- ¢ 
ties. : 
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HONOR PAGE 


Vive 
Maurice! 


Chevalier, 
salut a vous! 


Radio Program 
Arouses Fan 
Enthusiasm | 


An hour of scintillating musical 
enchantment, during which those 
three leaders of their respective 
fields, Paul Ash, Jesse Crawford 
and David Mendoza, shone in their 
most favorable light, won thou- 
sands of friends for the Para- 
mount-Publix radio hour last Sat- 
urday, Jan. 18. The program, ar- 
ranged so as to tickle the sensi- 
bilities of brows of all altitudes, 
elicited such an enthusiastic fan 
response as to leave no possible 
doubt concerning the growing 
popularity of the hour. 

George Bancroft, who was orig- 
inally scheduled to appear, was 
prevented from doing so on ac- 
count of additional studio work 
for his next picture. However, 
the three master showmen men- 
tioned above, together with th 
other artists of the program, 
threw themselves into the breach 
with such an unbroken succession 
of tuneful selections that the hour 
was signalized as the most fasci- 
nating of the entire evening’s 
broadcast. 

Paul Ash and his crew scored 
heavily with a musical novelty en- 
titled ‘‘The Flower Shop.’’ Other 
artists who contributed their share 
to the enjoyable program included 
Paul Small, Dorothy Adams, Har- 


riet Lee, Fred Vettel, Veronica 
Wiggins and the Paramount 
Four. 


Opening Theatre 
Trailer Made 
For Publix | 


A special Publix ‘“Opening 
Theatre’”’ trailer has been devised 
by the Home Office which will 
be used by every theatre opening 
up under the Publix banner. Bud- 
dy Rogers makes a speech wel- 
coming the people of the com- 
munity to the new theatre, dwell- 
ing upon the institutional features 
of a Publix theatre and Para- 
mount pictures. 

He then introduces a number of 
Paramount stars, whose heads ap- 
pear enclosed in actual stars which 
form themselves around the moun- 
tain of the Paramount trademark. 
The trailer is a most effective bit 
of trick photography and presents 
an appropriate welcoming and 


Selling message in an unusual and 


entertaining fashion. ; 
The trailer was first used at the 
opening of the Publix-Shea’s 
Seneca Theatre in Buffalo and will 
next be used at the opening of the 
Paramount, Montgomery, Ala., 
a will take place on January 


RADIO STAR ON 
FEB. 1 10 BE 
MARY BRIAN 


Mary Brian and Richard Arlen, 
two of the motion picture world’s 
most popular players, will feature 
the regular weekly Paramount- 
Publix radio hour to be broadcast 
over the national network of the 
Columbia Broadcasting System on 
Saturday night, February 1, at 10 
o’clock (Eastern Standard Time). 


In the Paramount studio in Hol- 
lywood the two favorites of the - 


screen will present a special act 
relating to ‘“‘Burning Up’, a mo- 
tion picture soon to be released, 
in which Arlen is starred with 
Miss Brian supporting him. The 
presentation will be relayed across 
the country to station WABC and 
placed on the air over the coast- 
to-coast hookup of the Columbia 
System. 

The stage show attraction, a 


weekly feature of the Paramount 


Playhouse, the deluxe theatre of 
the air, is entitled ‘“‘Step On The 
Gas’’, a musical novelty which will 
present such radio entertainers as 
Harriet Lee, Dorothy Adams, Paul 
Small, Fred Vettel and Mary 
Charles. 


David Mendoza will conduct the — 


symphony orchestra in a series of 
specially arranged compositions 
and Jesse Crawford will contribute 
an organ solo. 

Helen Kane will NOT appear 
on the Paramount-Publix radio 
hour, January 25. Mary Charles, 
making her radio debut, will be 
the featured artist. 


MUSIC SALES HEAD 
J. Seott Middleton has been en- 
gaged to head the Sheet Music 
and Sales Department, now a part 
of the Publix Music Department, 
replacing Herbert Hayman. 


. 
SCTE 


CHANGES | 


TMT 


Three Texas theatres will dis- 
continue vaudeville shortly, ac- 
cording to Mr. D. J. Chatkin, and 


PULL LEE LLLL 


/Vresume a straight sound policy in 


its stead. 
The Fair, Amarillo, discon- 
tinues vaudeville on January 25th, 


tures weekly, opening on Sunday 
and Thursday. Orpheum, Waco, 
discontinues vaudeville, January 
30th, and will show two pictures 
weekly with changes on Saturday 
and Wednesday. In Wichita Falls, 
the Majestic resumes sound policy 
on January 27th, with two weekly 
changes, on Saturday and Wednes- 
day. 

Effective February 28th, Publix 
will have no further interest in the 
La Petite Theatre, Kankakee, II- 
linois. 

Effective Mareh 15th, 1930, 
Publix will have no further inter- 
est in the Park Theatre, Richford, 
Vermont. 

Effective April 30th, 1930, Pub- 
lix will have no further interest 
in the Garden Theatre, Palm 
Beach, Florida, and the Broadway 
Theatre, Dover, New Hampshire. 


YEA, SURE— 


This sign appears over the 
desk of Harry Royster, publicity 
director of the Publix Para- 
mount, New York. It has prov- 
‘ed very effective in stemming 
the pleas of the “aw c’mon’” fel- 
lows. Are you going to have 
your house artist draw one up? 
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SOUND SPECIAL 
GIVEN GALA 
WELCOME 


Realizing that the Publix En- 
tertainment Special would be ef- 
fective only in proportion to the 
glamour surrounding it and the 
public desire to see it, W. L. 
Whitehead, public relations repre- 
sentative for Florida, and Wallace 
Allen, division publicity director, 
staged a weleome when the Special 
reached Jacksonville that made 
the city ‘‘Special’’ conscious for 
two weeks. 


Prior to the arrival of the de 
luxe car, stories appeared in the 
newspapers to the effect that the 
Florida Theatre had been in- 
formed from New York that the 
car would arrive on New Year’s 
Day. When it arrived it was 
greeted by the Mayor and city offi- 
cials and set out on a parade in 
which the Mayor and his staff 
joined. The local showrooms for 
all the automobile manufacturers 
in Jacksonville contributed the 
latest 1930 models and the pro- 
cession assumed almost gigantic 
proportions. 

The finest feature of the wel- 
come, however, was the series of 
newspaper ads run by the various 
automobile concerns welcoming 
the Special to Jacksonville. All 
of these ads carried pictures. of 
the car and either told about the 
parade or told where the sound 
wagon would be parked for dis- 
play purposes. 

In addition a large local gaso- 
line station furnished free oil and 
gas and ran ads with pictures of 
the Special telling about its con- 
tribution. 

The Special spent two weeks in 
the vicinity of the city playing at 
all large factories, schools, city in- 
stitutions, and travelling to neigh- 
boring villages. 


Whoopee at Midnight 
in Home of Whoopee 


Tucson, Arizona, regarded in 
the East as the original home of 
‘whoopee’, got its first introduc- 
tion to midnight shows when 
Manager Roy P. Drachman of the 
Rialto Theatre gave the town 
“Gold Diggers. of Broadway” and 
“The Cocoanuts.” With the aid 
of the local radio station and 
friendly newspaper editors, he suc- 
ceeded in making the innovation 
a popular and profitable one. 


THREE FREMONT THEATRES 


Control of the Wall and Em- 
press Theatres of Fremont, Ne- 
braska, has been acquired by Pub- 
lix. Since the Fremont Theatre 
is one of the circuit, the number 
of Publix operated theatres in 
Fremont is now three. 
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your theatre. 


THE ATLANTA GEORGIAN 


3 BANDITS CLUB VICTIM AS f tem 


( 
Miss ‘‘Somebody,”’ who is in the ring in this picture, 
‘Is entitled to two free passes to The Georgia Theater to see 
(Ruth Clatterton in “The Laughing Lady ” She may get 


. WHO'S THE GIRI, IN THE RING? 
her passes from The, Georgian City Editor. | 


An eight column strip was devoted to this newspaper exploitation 
played at the Georgia Theatre, Atlanta. You can repeat t 


pee “The Paper That Goes Hi « 


Here is another who happened to turn smiling fate 
into The Geojgian’s camera. So, now, all she has to do 
call on the Gity Editor of The Georgian and she will g! 
two free pi 


MAKING ATLANTANS LAUGH 


8HE’S LUCKY, TOO. 


heater. ple b 


8 to the Georg] 


tie-up on “The Laughing Lady” when it 
his stunt with your local paper when this picture plays 


A SMILE IN A CROWD. 

Again, here is more proof that it pays to smile. This young 
woman was standing in a crowd, and her bright smile attracted the is 0} 
focus of @ roving Georgian camera man. Perhaps if the other peo- 
g smiled they might have gotten free’ passes, too. after 


TUESDAY, JANUARY 7. 1930 if 


BATTLE) S85, S08 CANE 


eaJHE SILVER LINING 
“The Laughing Lady’Pat the Georgia Thea- 
it pePetil; so just identify your smil- 
ing pitture with a ring around it and come 
our, passes—Staff Photos. 


> 
De CCC . 


DOES IT SELL TICKETS? 


MMT 


7 


How good are your 
and exploitation stunts? 
you know they’re good? 

The large advertising agencies, 
specialists in advertising, employ 
people whose business it is to 
check the results of their work. 
They do it because poor advertis- 
ing or exploitation is the greatest 
form of waste in money, energy, 
and brain power that modern 
business has to contend with. 


How does the theatre manager 
know just which of the thousand 
and one stunts at his command he 
ought to use? How can he tell 
whether a stunt successful in one 
town will be just as successful in 
another? How can he tell which 
store to use in a. window tie-up? 

Check the Results 

The good advertiser checks his 
results. He gets to know those 
which are most productive of 
ticket sales. He uses them in 
preference to the ones which sap 
his energy and give him nothing 
more than a scrap book. 


How can you check results? 
By box office figures. Many times, 
however, the attraction draws 
purely on its merit and not be- 
cause of anything you may have 
done to sell it. Comparison of one 
‘period against another may be 
misleading because such things as 
weather, industrial conditions in. 
the town, the opposition, etc. have 
much to do with box office figures. 

Kill Bad Stunts 

But contests, tie-ups, etc., often 

have as an adjunct, some activity 


publicity 
How do 


IN CASE YOU DIDN’T KNOW?! 


WHAT TO SELL MATERIALS 
1. Theatre Ad Sales Program 
Policy Inventories Mailing 
Price Trailers 2. Lobby 
Seat Comfort Slides Panels 
Air Condition Marquee 
Sound . cage acne Sidewalk 
Theatre Beauty y Animated 
Location Cut-all 3. Outdoor 
Distinctive Program Adhesives Parades 
Organ Sign Cloth Billboards 
Schedules Type Ballyhoo 
Staff Photo Engravings Dist. Matter 
Slogan Electrotypes 4- Cooperative 
Distinctive Services Mats Merchants 
2. Program Stereos Clubs : 
1. Overture Slu - Libraries 
2. News a Societies 
3. Organ Motors Officials, Ete. 
4. Specialties Signs 5. Newspaper Coop. 
5. Feature Light Coop. Pages 
6. Short Subjects MEDIA Contests 


Information on Above:1. Within Theatre 


Trade Papers Screen 6. Newspaper Ad 
Fan Magazines Slide Display 

Press Sheets Trailer Directory 
Specials 7. Amusement Page 
Publix Manual _ Stage Reviews 
Screenings Contests Fan Gossip 

H. O. Letters Previews Letters 

Publix Opinion Heralds 


Letters, etc. 


AUC 


on the part of the public. A rec- 
ord of such replies can always be 
kept for purposes of comparison. 
And when stunts don’t draw, 
throw them out of your repertory. 

Don’t clutter your files with 
dead material and don’t spend so 
much time checking your work 
that you have no time for any- 
thing else. But make an effort to 
learn just what is best and save 
yourself a lot of waste in the fu- 
ture. 


The man who can determine 
just what is best is almost as good 
as the man who originates stunts. 
Tell PUBLIX OPINION how you 
check your results and we'll pass 
it on to the circuit with all respect 
for the man who is clever enough 
to introduce into his business the 
practice of specialists. 


RADIOVUE DRAWS 
AT BOSTON ‘MET’ 


The Publix ‘‘Metropolitan Thea-_ 


tre, Boston, Mass., is reporting 
marked success with its series of 
radio broadcasts in conjunction 
with the Boston Herald and Trav- 
eller. The scheme is the same one 
used by the Brooklyn Paramount, 
outlined in the PUBLIX OPINION 
of January 10, 1930. 

The entertainment lasts from 
10:30 to 11 p. m. and is broad- 
cast from the stage of the “Met’’ 
in full view of the audience. 
Prominent mention of the theatre 
and attraction was given in both 
the above mentioned papers for 
the first broadcast. This feature 
costs the theatre nothing. : 


Chaplin Film Draws 


Early Morning Trade | 


Stimulating early morning busi- 
ness, the Rialto, New York, 
preceded its first show with “A 
Day’s Pleasure,’ Charlie Chaplin 
picture. The box office opened at 
the usual time, and after a single 
showing of the old Chaplin pic- 
ture, which had a non-syne musi- 
cal accompaniment, the usual 
schedule featuring ‘The Vir- 
ginian’’ was followed out. 

So successful has the innova- 
tion proven, according to Manager 
Steve Barutio, that another Chap- 
lin picture, ‘‘Shoulder Arms,”’ has 
been booked to accompany “The 
Street of Chance,’’ Paramount pic- 
ture with William Powell, soon to 
open at the Rialto. 


THEATRE RADIO CONTEST 

The promotion of a radio con- 
test by Manager S. S. Holland 
helped to increase attendance at 
the Publix Rialto, Brockton, Mass. 
A radio, donated by a local distrib- 
utor, was given to the person re- 
ceiving the greatest number of 
votes. These votes were only ob- 
tainable by attending the theatre. 


HEADS FILM BOARD 


J. B. Dugger, Paramount, has 
been elected to serve as head of 
the Film Board at Dallas until 
next September, filling the place 
of P. K. Johnston. 


Grubel [Theatres 
Are Purchased 


by Publix 


Four theatres in Missouri and 
Kansas, with a combined seating 
capacity of approximately 7,000, 
were taken over by. Publix re- 
cently, as a result of a deal closed 
with the Grubel Circuit of St. 
Louis. The four theatres, each 
called the ‘‘Electriec’’ are in Kan- 
sas City, Kansas; St. Joseph, 
Springfield and Joplin, Mo. 

The ‘“‘Hlectric’ in Kansas City 
is the largest of the lot with a 
seating capacity 6f 1900. It is in 
an excellent location, being the 
only centrally located downtown 
theatre in town. A comparatively 
new theatre, it is modernly equip- 
ped in every respect and has a 
full stage, dressing rooms, etc. 

The ‘Electric’, St. Joseph, is 
a recently remodeled theatre with 
1600 seats in a 100 per cent lo- 
cation. It is a balcony type house 
with a cooling system and all 
modern contrivances. The Spring- 
field theatre is situated on the 
square in the heart of the city and 
has a seating capacity of 1650. 
With the exception of the St. 
Joseph Theatre, which will be 
operated by Cooper, these theatres 
are in Mr. Feld’s division. . 


AUTOGRAPH STUNT CLICKS! 


THE NEWS AND OBSERVER, RALEIGH, N. C., 


fand Governor Gardner. 


Lower left, Capt. Lepo, proudly 
clutching the, football, autographed 


sce 


: 3 
| GOVERNOR PRESENTS FOOTBALL 


Semen 


‘Aboye is Governor Gardner, who 
raved record low temperature yes- 
‘terday to attend the South Carolina- 
State game, as he presented Captain 
John Lepo, leader of State College’s 
Wolfpack, with an autographed. foot- 
ball immediately preteding the gama. 
Reading from left to right: Dr. E. C. 
Brooks, president of State College 
Capt. Lepo, Head Coach Gus Tebell, 


A football, autographed by pretty Nancy Carroll and presented to 
the captain of the state college team at Raleigh, N. C., by the governor 
of the state, copped this much newspaper space, which helped exploit 
the showing of “Sweetie” at the Publix Palace theatre there. 


by the winsome Nancy Carroll, right, 
who appears in a football picture, 
“Sweetie”? at the Palace Theatre all 
this week. Yesterday’s game was 
Capt. Lepo’s last at State College. 


SELLING ‘‘HOT FOR PARIS” 


By GLENDON ALLVINE 


Advertising Manager, Fox Films 
(Not for Publication) 


All you really have to know about this to sell it: it’s Raoul 
Walsh’s follow-up on “‘The Cock Eyed World,’’ although not 
in any sense a sequel. A_ built-for-laughing-purposes-only 
comedy done in the Raoul Walsh-Cock Eyed World manner. 
Same authors, Walsh and Billy K. Wells, same director, and 
two of the same stars—Victor McLaglen and El Brendel. 


If you never told them any more than that, you’d have 


what it takes to get them to the box-office, because they’re 


still talking about “The Cock Eyed World,’ and you know 
they’re hungry for more. Here it is! 

Don’t get the idea that “Hot For Paris’ is just a weak 
sister to ‘‘The Cock Eyed World.’ Far from it. At the Fox, 
Philadelphia, it did as much business in five weeks as “The 
Cock Eyed World” did in six. At the Roxy it stayed for two 
weeks, taking more than $200,000. The kind of money means 
it’s got something in its own right. The point is, you don’t 
have to softpedal your advertising. : 

The story? Why mention it? It isn’t the story that 
counts here. It’s Walsh and “The Cock Eyed World.” It’s" 
Vic McLaglen and El Brendel back again, continuing their 
cockeyed adventures in France, with Vic concentrating his 
energies on the concentrated beauty of Fifi Dorsay, fascinating 
French charmer of ‘‘They Had to See Paris.’’ And while on 
the subject of Fifi, get an eyeful of the stills of this baby! 

It’s the gags and the gals. And don’t forget the songs, 
because picture songs in this day and age are music to the 
box-office and “‘Hot For Paris’ has a flock of hits by Walter 


Donaldson and Edgar Leslie. 


“The Cock Hyed World’’ annihilated records and gave 
Raoul Walsh something to shoot at. ‘“‘Hot For Paris’ makes 
it two bull’s-eyes ina row. Sez me? Sez anybody! 


By LOUIS NOTARIUS ~ 


-Publix Theatres Booking Department 


PARAMOUNT : 

DEEP ‘‘C’’ MELODIES (9 min.) As the name implies, this is a 
singing number with Frances Williams and the Yacht Club 
“Boys. It is a sequel to ON THE HIGH ‘C’S’’—the only 
difference being that new songs are sung. Consider the 
number more entertaining than its predecessor. Should be 
booked at least from six to eight weeks apart. Will go well 
as an opening act on a three act Dill. 


FOR LOVE OR MONEY (20 min.) 
Comedy with Lois Wilson as the wife of a millionaire who 
believes he has lost her love. 
if he can prove that his wife married him for love rather 
than for money. This proof is accomplished in an ingen- 
ious manner, making use of rather elaborate production, 
especially in the race-track sequence. Lois Wilson is sup- 
ported by Bert Roach... The comedy is of the -dressed-up 
variety and the dialogue is fairly amusing. Will serve as 
contrast with a dramatic feature of the underworld type, 
or with a feature containing low hokum. 


THE FAMILY NEXT DOOR (15 min.) This is a two reel 
domestic comedy with Charles Ruggles in the role of a good- 
natured souse. Ruggles and wife intervene in a quarrel of 
neighbors, and, after succeeding in their efforts, bring about 
peace, return to their apartment only to wind up in a quar- 
rel of their own. Now the neighbors become peace-makers 
—again they quaff the forbidden liquor and before you 
know it—it is a battle royal—all parties soused and wind 
up with “Sweet Adeline.’ Good, fast dialogue from be- 
ginning to end. Situations exceedingly funny. Has those 
elements that mean real entertainment and will prove sure- 
fire on any bill. Will go great with a dramatic feature. 


EDUCATIONAL 


SUGAR PLUM PAPA (21 min.) A two reel Sennett low slap- 
stick comedy with Clyde, Gribbon and Marjorie Beebe.  Sit- 
uations are concocted for these three comedians that cannot 
fail to draw loud guffaws. The plot—a rich man’s son 
(Gribbon) is about to be married off to a French noble- 
woman. His preference, however, runs in the direction of 
the house maid (Miss Beebe.) The extreme contrast should 
make one anticipate the hokum which follows. Clever use 
of sailors on a whoopee spree, who attend the secret mar- 
riage of Eddie to Marjorie, and the comical use of pails of 
water, which replace the pies of old, will undoubtedly cause 
side-splitting laughter. Good old-fashioned hokum that will 
go great with a tense dramatic feature. 

CASTLE 

WHERE THE SUN PLAYS (colored) (10 min.) A scenic in 
color of the Great West. Splendid shots of the cattle coun- 
try, portraying a Round-Up and several Rodeos. It is all 
done in color, which is far superior to LAND O’LEE, the 
previous subject released by the same company. Several 
theme songs, symbolic of the grandeur presented, are intro- 
duced at the right time and prove very effective. Will add 
class and variety to any program. Consider this a worth- 
while novelty. 
treatment. 

COLUMBIA ~— 

MERRY DWARFS (6 min.) Silly Symphony Cartoon. In the 
MERRY DWARFS we get another Silly Symphony cartoon 
which may be inserted to advantage in the front show, or 
after a program feature with a doubtful ending. Similar 
in type to SPRINGTIME, although not nearly its equal. Yet, 
excellent synchronization and clever cartooning make it a 
diverting subject. 

VITAPHONE 

940 ROSE PERFECT (8 min.) Billed for years in vaudeville 
as “The Girl With the Golden Voice,’’ who renders standard 
ballads in a clear soprano. She is assisted by a pianist who 

sings a Chinese character number. The act as a whole is 


This is a two reel Christie 


He offers his friend $10,000, | 
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-Harry Green, James Hall, Neil 
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RAVES OVER 
PARAMOUNT 
PARADE — 


Arch Reeve, in a special com- 
munication from the West Coast 
studio, literally raves over the 


Parade,” which he describes as 
Paramount's answer to the revue 
situation. His message reads as 
follows: 


“Paramount On Parade’’ will be, 
strictly speaking, a revue. But it 
will be entirely different from any 
you have seen and heard. 


“An intimate film frolic’ is a 


pect. It will be gay, tuneful, funny, 
merry. It is designed to offer the 
great Paramount personalities in 
the most charming and suitable 
and entertaining way possible. 
There will be big scenes and big 
flash numbers—some in Techni- 
color—but in the main the idea is 
to give quality in entertainment 
and in personality rather than 
simply show you a series of huge, 
big sets. Intimate entertainment 
has been the consistent aim. 


The picture, one of the most 
ambitious undertakings in Para- 
mount’s history, is still in work, 
and any specific information here 
must be regarded as tentative, be- 
cause numbers may be eliminated 


or added after the picture is cut]. 


and previewed. 


At present, the cast includes the 
following amazing list of person- 
alities—the greatest array of BIG 
names ever assembled for one pro- 
duction. 


Richard Arlen, Jean Arthur, 
William Austin, George Bancroft, 
Evelyn Brent, Mary Brian, Clive 
Brook, Nancy Carroll, Ruth Chat- 
terton, Maurice Chevalier, Gary 
Cooper, Leon Errol, Stuart Erwin, 
Kay Francis, Skeets Gallagher, 


Hamilton, Helen Kane, Dennis 
King, Fredric March, Jack Oakie, 
Warner Oland, Zelma O’Neil, Eu- 
gene Pallette, William Powell, 
Charles Rogers, Stanley Smith and 
Fay Wray. Lack of space excludes 
mention of many other players. 


The picture will consist of short 
numbers, but they will be knit to- 
gether and woven into one enter- 
taining whole in a novel, surprise 
manner. The picture has a com- 
pletely different opening, and for 
a big smashing finish a number by 
Maurice Chevalier and a chorus 
of chimney sweeps on the roofs 


SELLING “SLIGHTLY SCARLET” 


By RUSSELL HOLMAN, 
Advertising Manager, Paramount Pictures 
(Not For Publication) 


Shows like “‘The Love Parade’”’ and ‘‘The Vagabond King” 
are cinches to sell. They stand out in the public’s mind as 
“must-see” pictures months before they arrive; your seats are 
sold in advance. The sign of a smart showman is to take a 
very good picture like ‘Slightly Scarlet,’’ set it up in your 
patrons’ consciousness as important and wring a flock of extra 
dollars out of it. 2 

A “Slightly Searlet’” requires more work and brains to sell 
than, a ‘“‘Love Parade’. See the picture in advance if you pos- 
sibly can. If you can’t, take our word for it that it’s worth 
going after big. Nobody in your audience is going to tell you 
afterward that you over-sold them. 

“Slightly Scarlet’ is the ‘‘Raffles’’ type of polished crook 
melodrama with a nice romance. The stars are Evelyn Brent 
and Clive Brook. 

Copy: They fought each other in ‘Interference’. They 
love each other in “Slightly Scarlet’. And how!....Not Boy- 
and-Girl Love, but the Fierce, Sophisticated Love of a Grown 
Man for a Beautiful Woman. Love that will not be denied 
even when Handcuffs are upon Her Wrists and He Knows She 
has been Living a Lie! (There are some nice love shots of 
Brook and Brent in the press sheet to back up this kind of 
stuff. ) 

How about teasers or contest, asking fans what two famous 
stars’ last names each start with BR and then tell them they’ll 
see the two in the same picture. : 

Both Brent and Brook play society roles and are really 
crooks. Neither knows the other is a crook. On the Riviera 
they both trick their way into the house and confidence of a 
wealthy American family headed by Eugene Pallette (the dumb 
police sergeant of ‘‘Canary”’ and ‘‘Greene’’) with the idea of 
stealing a very valuable necklace. Brook is a lone ‘‘Raffies’’. 
Brent is the tool of a master mind, Paul Lukas (‘‘Shopworn 
Angel’’, “Halfway to Heaven’’). Brook nails Brent in the dark 
at the wall safe where she is about to lift the necklace. She 
thinks he is a dick. So does Lukas, who busts in and pulls a 
gun. Battle. Lukas is killed. Brook hands a fast line to the 
police and both Brent and he go free. Clinch. 

Good copy can be built around the title, but don’t get-rough 
with it. Suggestion: When is a Woman “Slightly Secarlet’’?... 
They Were Madly in Love. Society Branded them Slightly 
Scarlet and Denied them Happiness. 

General copy: <A love-swept melodrama...He came to 
steal a million dollar necklace—and he left with a woman’s 
heart...Ladies! When attending ‘Slightly Scarlet’? at the 
Rialto, please leave your jewelry at home. The principals in 
this picture are the two smoothest crooks in the world... 
Pitch darkness. A slim white wrist in the glare of his flash- 
light. He seized it. The woman he loved—a, thief! 

Stills of Brent or of both Brent and Brook with daubs of 
scarlet paint on them and the title of the picture printed on, 
will attract attention. ; : 

Tie up with department stores: The Mode of the Day 
is ‘Slightly Searlet’’. ..Have them hold a sale of dresses, scarfs 
or other dry goods of scarlet hues. 

Dress a woman in scarlet from head to foot and let her 
promenade the streets. Keep your lobby decorations and out- 
side stuff scarlet wherever you can. 

Several stills showing the famous necklace of the picture 
offer tie-up possibilities with jewelry stores. Brent wears some 
exquisite ultra-modern clothes in the picture and many of her 
stills are good for fashion tie-ups. She uses a plain calling 
card with “Countess Stavrin” on it. Write “Slightly Scarlet’ 
on such a card in red ink and use as throwaway. : 


of Paris and the clouds of the 
skies. 

In between these numbers will 
come comedy skits, song numbers, 
beautiful technicolor numbers, 
girl numbers, burlesques, a seri- 


937 THEN & NOW, with Billy and Elsa Newell (7 min.) 


“class”? and will be appreciated as an opener in a program 


containing hokum comedy as contrast. 


987-8 IN THE NICK OF TIME (16 min.) This is an old vaude- 
ville act which is only fair entertainment. The original 
vaudeville stage set is used—the seene being a little farm 
house with old mother and farmer-husband worried about 
the mortgage which is in the hands of the old-fashioned 
villain who wants the daughter or—etc. Of course, he 
doesn’t get her and the homestead is saved by the rube 
lover. Rather dull entertainment. 

932 GIOVANNI MARTINELLI (9 min.) As usual, Giovanni 
Martinelli displays a fine tenor voice in an operatic selec- 
tion—‘“‘Martha.” The subject should go well in ‘‘class’’ 
houses but will have little appeal generally. Excellent ma- 
terial wherever this type of subject is appreciated. 


923 MILLER & LYLES in “‘The Midnight Lodge.” (8 min.) 


This colored team, well known in negro musical comedies © 


such as “Shuffle Along,’ present their old skit, making use 
of “deducks” material. The scene is a Lodge Meeting where 
the president and members sing several spirituals—finally 
making way for the two comedians, who try to explain cer- 
tain misappropriations of lodge funds. Their original idea 
of “revision” and “mulsification’”’ is funny and will enter- 
tain those who have never heard it. 
tertaining act. 

These 
two old vaudevillians show how love was made in the nine- 
ties and how it is done today. They appear first in the old- 
fashioned costume—she with bustle, etc., and he with loud 
checked suit, walrus mustache and grey derby hat. The 


scene then changes and we find them modern. All done in 
song and dance. A good opening act. 
936 THE MUSICIAN, with Al Trahan. (8 min.) Al Trahan 


is a pianist who burlesques parlor virtuosos. 


by a soprano who serves as foil for him. The scene is a 
salon and the famous musician and singer are introduced. 
“Low, the Gentle Lark’’ serves as their material and they 
go through their stuff in a low comedy vein that will un- 
Preceding a dramatic feature it will 
A good number. . 


doubtedly get laughs. 
prove diverting contrast. 


Consider it an en- . 


He is assisted 


ous note or two, and in general, 
the finest entertainment that the 
co-operation of the entire stidio 
staff can give you. I have already 
heard a least six songs which 
sound like potential hits. 


“Paramount On Parade’ is be- 
ing personally supervised by Al- 
bert A. Kaufman, Jesse Li. Lasky’s 
executive assistant, closely aided 
by Elsie Janis, internationally 
known stage star. Half a dozen 
Paramount directors have worked 
on various parts of the reyue. It 
can’t fail to be great stuff. 


AUTO SHOW BASIS 
OF GREAT TIE-UP 


Taking advantage of the im- 
pending opening of the annual 
Automobile Show in Springfield, 
Mass., Manager Herbert Chatkin 


Jof the Paramount Theatre ob- 


tained a new Chrysler, to be 
driven by his organist; Joe Alex- 
ander, for several weeks. 

The Chrysler agency has obli- 
gated itself to play this up strong- 
ly in all of their advertising dur- 
ing the period Alexander uses the 
automobile, and will feature it in 
all of the literature they pass out 
during the show. Four ushers 
from the Paramount will be in 
nightly attendance at the Chrysler 
booth, during the show itself. 


BOLIVAR HYDE WEDS 


From Lakeland, Florida, comes 
the announcement of the marriage ~ 
of Miss Mary Floy Streater, 
daughter of Mr. and Mrs. John 
Baxter Streater, of that town, to — 
Bolivar F. Hyde, Jr., city man- 
ager for Publix. 
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WELCOMING ‘WELCOME DANGER’ 


An example of the activity of Les Kaufman of the Publix-Balaban and Katz publicity staff. 1. A one 
sheet poster mailed to 1350 gasoline stations throughout the city. 2. Window sticker sent to all retail druggists 
in Chicago. 3. Poster placed on all fire plugs throughout the loop. 4. Reproduction of telegram presumably 
sent by Leila Hyams. Used in 60 window displays. Although three of the four reproductions below were used 


PUBLIX RESPONDS — 


f: 


‘ALERT WATCH 
TO SPRINGFIELD 


SAVES GROSS | 


sr 
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IN TOLEDO 


Advantages of flexibility in or- 
ganization and alert attention to 
the effect of sales campaigns were 
demonstrated recently in Toledo 
during the run of ‘“‘The Love Pa- 
rade’. The picture had been sold 
in advance with a logical cam- 
paign from obvious angles. 


. When the opening did not regis- 
ter as high as had been expected, 
a complete about-face in advertis- 
ing and selling policy was made 
on the second day. Ads of an 
editorial type were inserted, with 
the theatre guaranteeing the merit 
of the picture to its patrons. 


It was hailed as another Che- 
valier triumph and the costume 
character of the production was 
ignored entirely, with no refer- 
ences to the story or background. 
As a result, grosses began to 
mount steadily and the receipts on 
the final day were the largest dur. 
ing the run. 


A similar experience is reported 
from Rochester. 


“These facts may prove of value 
in selling ‘The Love Parade’ in 
other communities,’’ says Milton 
H. Feld, division director. ‘It is 
certain that other Publix show- 
men would be wise to emulate the 
‘about-face’. of the Toledo organ- 
ization under similar circum- 
stances, with this picture or with 
others.’’ 


WILL YOU? 


Scores’ of editorials have been 
written on ‘Disraeli,’ because of 
the important part the title name 
played as an English statesman. 
What showman will promote an 
editorial on some Paramount Pic- 
tures and send the clippings to 
PUBLIX OPINION? 


CALENDAR 


The amusement calendar pic- 
iured below has been devised 
by Ed Toerpe, City Manager of 
Galesburg. It tells a story of 
coming attractions in a most 
unique and effective way. It is 
three sheet size painted in 
bright colors on pressed boards, 
and neatly hung with silk cord 
and tassels. The very size of 
the calendar calls attention to it. 
Division Manager M. M. Rubens 
is so pleased with it, that he has 
instructed all managers to dupli- 
cate it from month to month. 
Word comes from Madeline 
Woods, publicity director of 
Publix-Great States, that the 
manager of the Madison in Peo- 
ria has placed a colored enlarge- 
ment of this calendar in his 
lobby. 


on “Welcome Danger” they can be found useful for any other features. 
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MEET THE BOYS! 


To promote acquaintance, respect and mutual understanding of the splendid individuals who comprise 
Publix, these one-minute biographies are offered. They’re not printed as vanity ticklers for the showmen 
here portrayed. We want the photo and biography of everyone in Publix for the benefit of everyone in 


Publix. 


BERT F. NAUS 


Bert F. Naus of the Rialto, 
Portland, Oregon, is another Pub- 
lix manager 
who has risen 
from the 
ranks. He en- 

tered the the- 

#2) atrical field in 
411922, as part 
‘i time usher 
for the B. & 
K. Roosevelt, 
Chicago, 
while work- 
ing for Mar- 
#1 shall Fields 
Co. 

Pete 129-325 
Naus went to 
Los Angeles 
and obtained 
a job as door- 
man for the 
‘Met,’ now the 
Paramount. 
His zeal in 
perform- 
ing duties, 
brought him 
rapid ad- 
vancements, 
and in February, 1928, he was 
promoted to assistant manager of 
that theatre. One year later he 
was transferred to the Portland 
Theatre, Portland, Oregon, in the 
Same capacity. With the acquisi- 
tion of the Rialto by Publix, 
Naus was given his first and 
present managerial position. 


Bert F. Naus 


EVERETT L. DILLEY 


Everett L. Dilley, manager of 
the Grand, Northfield Minn, en- 
tered the the- 
atrical profes- 
sion in 1915, 
appearing in 
Shakes- 
pearean 
roles. 

As a2 mem- 
ber of the 
Harry L. Dix- 
3on Stock 
company, it 
was  Dilley’s 
cask to act as 
3tagze man- 
ager, besides 
nacting the 
piBard of 

Avon’s char- 
i} icters. After 
two seasons 
of one night 
3tands, Dilley 
‘eased the 
Ware Audi- 
[ Ree tes See eo eed ag 8 
eee eee 

. his ome 
Everett L. Dilley core ee 
show attractions 
and home talent plays. In 1917, 


he installed motion picture 
equipment, changed the name of 
the house to the “Grand” and 
continued operating it until July 
1, .1927, when Finkelstein & 
Ruben purchased the theatre, re- 
taining him as manager. 


senting road 


DALE SIMON 


Dale Simon, manager of the 
Paramount, Bismark, South Da- 
kota, has 
been in the 
theatr i- 
2al profession 
for nearly fif- 
teen years. 
He entered 
show. busi- 
aess in 1916 
as manager of 
the Barry- 
more Thea- 
‘re, Marshall, 
Minn.,.for the 
Valleau The- 

atres, Inc. 


He remain- 
2d with this 
organi- 
zation until 
the fall of 
1925, manag- 
ing numer- 
ous houses in 
ylowa and 
North Dakota. 
When the 
Northwest 
Theatre 
Circuit, a subsidiary of Publix, 
took over the operation of the 
Eltinge, Bismarck, that year, 
renovating and remodeling it 
into an atmospheric theatre, 
they re-named it the Paramount 


and retained Simon as manager. 


WALTER B. ROSE 


Walter B. Rose, manager of the 
Strand, Brockton, Mass., is a 
graduate of 
Neobras- 
ka Wesleyan 
University 
and the first 
Mantagers’ 
School. He 
has received 
most of his 
business ex- 
perience in 
the engineer- 
ing and con- 
tracting field, 
having work- 
ed in that 
trade: £07 
more than six 
years. 

Upon his 
gradu a- 
tion from the 

ana e- 
ers school in 
1926, Rose 
was assigned 
to the Fields 
Corner Thea- 
tre, Dorches- 
ter, Mass., as 
assistant manager. His last as- 


sistant managership was at the 
Olympia, New Bedford, Mass., 
from which he was promoted to 
manage the Colonial Portsmouth, 
N. H., in Sept., 1926. Rose, since 
then, has managed various thea- 
tres in Massachusetts. 


Dale Simon 


Walter B. Rose 


EDWARD E. O’DONNELL 


A graduate of Loyola Univer- 
sity, who has been in the employ 


of the Bala- 
oe ee ee 
ey 


Se 


i O'Donnell 
ij left the: Wes- 
tern Electric 
Co., where he 
was employ- 
ed-tn--the 
sales corre- 
spondence di- 
vision, to 
work as a 
part time 
usher at the 
Ed. E. O’Donnell Central Park. 
: After study- 
ing under the tutelage of John 
Balaban, for many months, he 
was promoted to assistant man- 
ager. O’Donnell remained at this 
theatre seven years, after which 
he was transferred to the Chica= 
so Theatre, and later to McVick- 
ers, where he managed the first 
Vitaphone to come to Chicago. 
Other theatres that O’Donnell has 
managed for B&K are the Roose- 
velt, Senate and Paradise. 


THEODORE ‘C. CHAPIN 


Theodore C. Chapin, manager 
of the Riviera, Knoxville, Tenn., 
entered show 
business in 
1924, as door- 
man of the 
Dixie Thea- 
tle; 20) Cana. 
Fla. He has 
spent 
time super- 
vising out- 
door | cam- 
paigns and 
writing feat- 
ure stories 
for motion 
pictures. 

Toward the 
latter part of 
1924, Chapin 
was made as- 
sistant man- 
ager of the 
Dixie and 
Temple thea- 
tres in Ocala, 
and promoted 
a few months 
Theo. E hapi later to man- 

vis age the How- 
ell, Palatka, Fla. Chapin man- 
‘aged various other theatres in 
Florida, namely in Gainesville, 
Cocoa and Jacksonville, until 
September, 1928, when he was 
transferred to manage the Lyric, 
Jackson, Tenn. From this thea- 
tre, he was assigned to his pres- 
ent position. 


some’ 


CAMPAIGN = 


Institutional advertising is be- 
ing stressed by the Paramount 
Theatre, Springfield, with a mini- 
mum of ballyhoo, according to 
Manager Herbert Chatkin. Strict- 
ly promotional stunts coupled with 


the institutional campaign have — 


been reflected profitably at the 
box-office, and so great has been 
the success of this form of ex- 
ploitation that it is to be con- 
tinued indefinitely. 

Current attractions are of 
course listed in the various media 
utilized, and sufficient attention is 
paid to this angle to be sure that 
it is not neglected. 

A “live lobby” is an integral 
part of the campaign to make the 
Paramount a habit-house, and Joe 
Alexander, organist at the theatre, 
is found in the lobby nightly, play- 
ing piano request numbers. The 
reaction has been excellent. Using 
Alexander, standard attraction, in 
this spot enables the house to 
present this added feature with- 
out additional expense. Alexander 
himself is enthusiastic over the 
reception accorded to the innova- 
tion, and finds that the requests 
made are a valuable indication of 
the relative popularity of num- 
bers, which assists him in plan- 
ning his organ solos. 

In the lounge, tea is served 
each afternoon, at no cost to the 
theatre other than the original in- 
vestment in china. Manager 
Chatkin plans to combine daily 
bridge parties with the afternoon 
teas, in the early future. 
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E. E. Wilson, formerly manager 
of the State Theatre, Minot, N. D., 
has assumed the management of 
the Garrick Theatre, Fargo, N. D. 
F. G. Nutting, formerly manager 
of the Chateau Dodge, Rochester, 
Minn., replaces Wilson at the 
State, and Gordon McKinnon has 
been promoted from the assistant 
managership of the Century, 
Minneapolis, to the managership 
of the Chateau Dodge. 

Allan Dummer, formerly assis- 
tant manager of the Fargo Thea- 
tre, Fargo, has been promoted to 
the managership of both the Or- 
pheum and Strand _ Theatres, 
Minot. 

Formerly manager of the 
Strand, St. Paul, Morris Rosen- 
thal has been transferred to the 
Lyceum, Duluth, as manager. 

The Indiana Theatre, Bedford, 
Indiana, is now managed by R. A. 
Walterson, formerly manager of 
the Marion Theatre, Marion, Ohio. 

Replacing E. A. Phillips, Hd. 
Krause has assumed the manage- 
ment of the State Theatre, Fargo, 
N. D. 

Mike Wainstock, formerly man- 
ager of the Strand, Eveleth, has 
assumed the management of the 
Orpheum Theatre, Sioux Falls. A. 
J. Molstad, formerly assistant 
manager of the State, Eau Claire, 
succeeds Wainstock. 

-H. L. Walker is now managing 
the Lyric and State Theatres in 
Aberdeen, S. D., Marion Walker is 
managing the Orpheum, and How- 
ard Walker the Capitol. 

The State Theatre, South Bend, 
Ind., is now being managed by 
Herbert Sullivan. 


Frank Dameron has replaced 
Joe Burton as manager of the 
Keith Theatre, North Platte, Nebr. 

Mark Kempenich has assumed 
the management of the Moorhead 
Theatre, Moorhead, Minn., replac- 
ing W. A. Brown. 


F. C. Croson, formerly manager 
of the Fremont Theatre, Fremont, 
Nebr., has replaced R. K. Fulton 
as manager of the Princess, Sioux 
City, Iowa. “Mr. Fulton has taken 
over the management of the 
Broadway Theatre, Council Bluffs, 
replacing J. N. Krier, who is at- 
tending the current session of the 
Managers’ Training School. R.S., 
Thomas, manager of the Empress 
Theatre, Fremont, will hereafter 
be in charge of both the Empress 


sss eer! |aannd Fremont Theatres. 


OAMARU 


_ TICKET-SELLING COPY 
FOR ‘THE STREET OF CHANCE’ 
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For use in spots where melodramatic, underworld copy is of value. 
= Revealing New York’s most sensational secre-—THE STREET OF 
| CHANCE. 

Lives staked on the turn of a card! 
After Broadway’s lights 
STREET OF CHANCE. 

What chance has love when fate loads the dice? 
OF CHANCE. 


: Where Heartbreak Lane meets the Road to Fortune that’s where 
= THE STREET OF CHANCE begins. 


: Women weep and wait while men risk their lives on THE STREET 


Ve 
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THE STREET OF CHANCE. 
go out grim shadows stalk—THE 


THE STREET 


i 
. a ‘OF CHANCE. : 
1g The story the newspapers dared not print: THE STREET OF 
ae CHANCE. 
L 4 A mighty star comes into his own—-WILLIAM POWELL in THE 
‘STREET OF CHANCE. | 
a “Philo Vance’, WILLIAM POWELL; star of “Alibi”, REGIS 
= fTOOMEY; star of “Halfway to Heaven’, JEAN ARTHUR; star of 
“Cocoanuts’, KAY FRANCIS, in THE STREET OF CHANCE. 
Who killed New York’s most famous gambler? Find out in THE 
STREET OF CHANCE.. 
- The picture you thought nobody would dare make! THE STREET 
. _ OF CHANCE. 


WARNING! You are standing on THE STREET OF CHANCE 


as you read this! 

A picture of the Gay White Way that is different, with a hero 
THAT WILL ROCK NEW YORK! 

Sensationally unmasking the grifters, erafters and gamblers who 
lurk behind the lights of Broadway! 

The lowdown on the stiff-shirted racketeers of Broadway! 

$10,000 on the high card—a welcher’s rendezvous with death— 
a sensational closeup of racketeering on Broadway! 


A dramatic cross-section of life in the shadows of Broadway’s 
bright lights. 

Spinning the roulette wheel of life and love in the shadows of 
the Great White Way. 


Daring flash of life and love when Broadway’s millions of lights 
are dimmed. 


“The evil that men do lives after them’’—on Broadway. 

The baffling climax to a strange Broadway game. 

The king of Broadway plungers cashes in on his last bet. 
Rebellion in the reign of the Ruler of Broadway. 

Men have died rather than tell its secrets. BUT WE TELL 
THEM NOW! See and hear THE STREET OF CHANCE. 
Paramount’s thrilling expose of Broadway’s most colorful mystery. 
How Broadway’s big shots live when white lights turn to shadows. 
Thrilling expose of the colorful drama that shook a metropolis. 
Tearing away the racketeering masks of Broadway. 


THIS SELLS TICKETS TOO! 


Pictured below is the material. used by M. L. Elewitz, publicity 
director of the Publix Paramount, Des Moines, la., in connection with 
the “Herbie Koch Organ Club.” (1)Follow-up card to be mailed by 
Koch, which will tend to create personal touch. (2) 1000 request 
blanks were printed, to be distributed at organ meetings. (3) Mem- 
bership card given to prospective members by Koch, as they entered 
the theatre. (4) 5,000 heralds distributed two weeks in advance. 
(Centre) Membership buttons were passed out by Koch at meetings. 
3 sheets and car cards were posted during Herbie’s first week at the 


Paramount. 
by the affec- 


‘The personal touch effected by calling the organist by 1 
tionate “Herbie” instead of using his full name, or using U in a dignt- 
fied way, has proved a big ticket selling way to announce him. 
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depend upon theirs. 


our tasks enjoyable. 
an important part of 


George C. Walsh, newly ap- 
pointed Division Director of the 
Saenger Circuit, is a showman, 
descended of showmen. For his 
father, Michael J. Walsh, former 
Mayor of Yonkers, was president 
of the Moving Picture Theatre 
Owners Association of New York 
State in 1924. 


Mr. Walsh was born in Yonkers, 
N. Y., on Feb. 16, 1896. He at- 


tended school there and entered 


HOME OFFICE DEPARTMENTS 


Here is the. ninth of a series of stories about Publix Home Office 
Department personalities who depend upon your effort, just as you 
To know and understand each other’s person- 
alities and problems will lighten the burdens of everyone, and make 
-For this reason, PUBLIX OPINION is devoting 
its space to these brief biographical sketches. 
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George C. Walsh 


Fordham University where he 
studied law. He was graduated 
from that university in 1920 with 
the degree of L. L. B. Admitted 
to the Bar, Walsh specialized in 
the study of taxation law. 


In 1921, one year after leaving 
college, the Floro Realty Corp. of 
Yonkers elected him as a director. 
One of the activities of the com- 
pany was the purchase of the site 


where the Publix-Strand Theatre ! 


now stands. When that theatre 
opened in 1922, Mr. Walsh ac- 
cepted the position of assistant 


Pedestrians Baffled 
By Mysterious Car 


A new Chrysler sedan, masked 
with black cheese cloth, and ap- 
parently unoccupied caused con- 
siderable excitement among pedes- 
trians in Denver, Colo. 

The car was bannered on both 
sides with: ‘How Does The 
Driver See To Guide This Beauti- 
ful Chrysler Mystery Car? Is He 
One Of The THREE LIVE 
GHOSTS, All-talking Mystery 
Thriller Coming To The Publix 
Rialto Friday—See The New 
Chrysler at———_—.”” _ M. D. Cohn, 
manager of the Rialto was re- 
sponsible for this stunt. 


tell the inspector that the 


years to build up. 


MUST NOT BE CHANGED. 


HANA 


Pull 


il 


xT 


A case of willful wrong doing on the part of a manager 
has been brought to the attention of PUBLIX OPINION by 
a district manager and, is printed for those men who may have 
any doubt as to the proper course to pursue in similar cases. 


The quality of sound reproduction at this manager’s theatre 
was poor. Upon inspection it was found entirely too shrill and 
did not reproduce the lower registers. 
film was being 
greater than 90 feet per minute. 
projection was going on at the rate of 104 feet per minute! 


Questioning revealed the following. The projectionist knew 
that this was all wrong, but was obeying the manager’s orders. 
The manager knew that increased speed would interfere with 
the quality of his sound but insisted oni the stepup' in order to 
reduce the running time of his show. And thousands of patrons 
were being prejudiced against the theatre, sound pictures, and 
Publix because a misguided manager was deliberately wrecking 
what had cost hundreds of thousands of dollars and taken 


It cannot be too strongly stressed—THE RUNNING TIME 
FOR SOUND PICTURES IS 90 FEET PER MINUTE AND 


et ns 
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ON SLIDES IN 
“SCHOOL 


The recreation department of 
the public schools in Detroit use 
song slides in connection with the 
community singing in their school 
auditoriums. Arrangements have 
been made by the Detroit Publix 
Theatres publicity department to 
supply the slides for them. A 
series of picture hit songs are 
loaned to the department regular- 
ly, with additional credit slides 
worked into the set. 

The slides are loaned. instead 
of being given outright in order 
to insure the return of the sets 
after the picture engagement has 
closed so that only current picture 
hits are used. The burden of the 
expense is carried by the song 
publishers. 

Credit for the picture is worked 
into the sets by copy similar to the 
following: 

Here’s the song Marilyn 

Miller Sings In ‘Sally’ at the 


manager. and treasurer of the the- 
atre. In 1923, he was made man- 
ager of the theatre. 

When Publix purchased this 
theatre in 1925, he continued in 
that capacity until 1928, when he 
was made District Manager of 
New York State. His outstanding 
work in this last position caused 
his promotion to Division Direc- 
tor. 


PUTT TITTLE LLL RO 


PROMOTIONS 


A UTCCUEEU LE 
OUNEADEUTTI CEST, 


C. Warren Irvin, formerly City 
Manager in Charlotte, N. C., be- 
comes District Manager for North 
and South Carolina, according to 
an announcement by Mr. Chatkin. 
BE. E. Whitaker, formerly manager 


of the Montgomery Theatre, Spar- Paramount! 
tanburg, succeeds Mr. Irvin as “LOOK FOR THE SILVER 
City Manager and Manager of the LINING.” 


Carolina Theatre in Charlotte. 
John C. Galhoun, assistant man- 
ager of the Carolina, has been pro- 
moted to the post of City Manager 
of Spartanburg and manager of 
the Montgomery Theatre. 


Harry Hardy, former District 
Manager of the Carolina, replaces 
Charles Branham as District Man- 
ager of Tennessee. Mr. Branham’s 
assignment will be forthcoming, 
according to Mr. Chatkin. 


In the New England Division, 
Frank Hookailo, North Shore Dis- 
trict Manager, succeeds J. L. Me. 
Curdy, resigned, as District Man- 
ager of Suburban Boston. W. E. 
Spragg, formerly manager of the 
Stadium, Woonsocket, replaces Mr. 
Hookailo as District Manager. 


EVERYBODY SING! 

The sets are made up of a series 
of five or six songs, of which an 
average of about two are song 
plugs for current pictures. The 
others are well known songs 
which are favorites with young- 
sters, or numbers requested by 
the school department. 
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OPENINGS 
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Prominent among January open- 
ings of Publix theatres is that of 
the new Paramount Theatre in 
Montgomery, Alabama, which will 
open to the public on Saturday, 
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é January 25th. Policy will be 

‘From the assistant manager-|straight sound, with feature 

ship of the Riviera, St. Paul, Dan changes on Saturday and Wednes- 
Fuller has been promoted to the | qay. 


managership of the Strand, St. 
Paul. 

J. C. Ewing, formerly assistant 
manager at the Grand, Minnea- 
polis, has been assigned to the Ly- 
ric Theatre, Watertown, S. D., as 
manager. 

_ Harvey C. Cocks, formerly man- 
ager of the Capitol Theatre, All- 
ston, Mass., has replaced C. Mil- 
lett as manager of the Allyn, 
Hartford, Conn. M. Corkery of 


Thomas James, present man- 
ager of the Empire, Montgomery, 
will assume the management of 
the Paramount in addition to his 
duties as City Manager. William 
Wolfson, now manager of the 
Strand, Montgomery, will relieve 
Mr. James of his duties as man- 
ager of the Empire, and simul- 
taneously with the opening of the 
Paramount the Strand will oper- 
ate Saturdays and Sundays only, 
the Allston, Allston, succeeds continuing under the direction of 
Cocks at the Capitol, and Frank | Mr. Wolfson. 

McShane has assumed the man-|_ 
agement of the Allston. 

Ernest Morrison has been trans-| , 
ferred from the Texas territory to ; 
Miami, Florida, where he succeeds | ¢ 
John B. Carroll as City Manager. ¢ 

4 
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WRECKS RECORDS } 
_ ACROSS THE SEA 


The following cable letter 
was received by E. E. Shauer, 
t General Manager of the Para- 
; ens Foreign Dept in the 
¢ Home Office. It was sent by 
! John W. Hicks, Jr., managin, 

aging 
7 mie of the Paramount Aus- 
* tralasian Organization, Sydney, 
Re The New York 

imes carried a front page 
? story on this. 
: Love Parade Premiere Prince 
t Edward last night sensational 
} success, audience reaction mar- 
¢ velous. Picture broadcasted 
; from theatre to Admiral Byrd 
; and associates at South Pole. . 
} Theatre packed and entire au- 
; dience stood, sang and cheered 
$ through microphone. At ten 
! o’clock following message came 
; 
; 
e 
¢ 
e 
¢ 
: 
; 
H 
i 
: 
: 
: 
: 
¢ 
26 


James Eshelman has been pro-' 
moted from the assistant man- 
agership of the Shubert Theatre, 
St. Paul, to the managership of 
the Lyndale Theatre, Minneapolis. 

A. Janssen, formerly manager 
‘of the Homewood Theatre, Minn- 
eapolis, has been transferred to 
the Unique, Minneapolis, and A. 
Gostol of the Unique, assigned to 
the Homewood. 
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through from Byrd. “As Para- 
mount’s most southern §repre- 
sentatives at Antarctica we are 
pleased to report your fine 
broadcast of Paramount’s sound 
picture, The Love Parade, en- 
joyed and greatly appreciated. 
This is first sound reproduction 
received here. Admiral Byrd 
and inhabitants of Antarctica 
join us in thanking you for 
your program and best wishes.” - 
Signed, Joseph Rucker — and 
Willard Van Der Veer Para- 
mount’s cameramen in Byrd’s 
Antarctic Expedition. From re- 
ception received picture set for 
record breaking fun. te 


This was sufficient to 
run at a speed. 
Examination disclosed that 
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PICTURE SONGS 
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UAT NOES 


GET AND FILE 
THESE LISTED 
PAMPHLETS 


There are two forms of knowl- 
edge—knowing facts is one form. 
Knowing where to get facts is an- 
other. ' 

The theatre manager may easily 
have at his disposal a ‘‘theatre’’ 
library almost as voluminous as 
that of a doctor or a lawyer. The 
scope of his activity is so wide, 
however, and changes in equip- 
ment and policy occur so often, 
that up to the present no adequate 
set of books designed especially 
for the manager has been pub- 
lished. Much of the information he 
needs, can be found in volumes 
meant for other kinds of business 
readers and in pamphlets and 
booklets issued by manufacturers. 
These booklets are costly but are 
issued: because the information in 
them is valuable and cannot be ob- 
tained from other sources. Most 
of them are distributed free of 
charge to those sufficiently inter- 
ested to write for them. 

From time to time PUBLIX 
OPINION has printed the names 
of worth while books. In this is- 
sue it presents a list of pamphlets 
covering a variety of subjects. 
You will find in them interesting 
information about your business 
as well as a thousand and one use- 
ful hints in moments of trouble. 

Get them by writing for them, 
run through them to acquaint 
yourself with their contents, then 
file them for reference use. 


“Air Conditioning as Applied in 
Theatres and Film Laborato- 
ries” by D. C. Lindsay 

A discussion of the physics 
of temperature changes written 
in popular style. Explanation of 
the Carrier System of air-con- 
ditioning. 

“Bulletin No. 58” 
Excellent treatise on the 
theory of ventilation, and equip- 
ment. necessary. — 
“Theatre Cooling and Condi- 
tioning” 
“Exploitation Manual for Cool- 
ing System” 

FROM The Carrier Engineering 
Corporation, Newark, New Jersey. 


“Humidity—Its Effect on Our 
Health and Comfort” 


A general discussion showing 
the benefits of manufactured 
weather. May be source for hot 
weather copy. . 

- FROM Taylor Instrument Com- 
pany, Rochester, New York. 


“Announcing the Sphinx” 
Another system of manufac- 
tured weather. . 
FROM The Arctic New Air Cor- 
poration, Paramount Building, 
New York City. 


“Your Seats” 

Practical information on the 
maintenance, cleaning, and re- 
pairing of theatre chairs. 

FROM The Heywood-Wakefield 
Company, Theatre Seating Divi- 
gion, 516 W. 34th St., New York 

_ City. 


“The Simplex Instruction Book” 
Instructions for the unpack- 
ing, assembling, and installation 
of the Simplex projector. Also 
precautions in operating, main- 
tenance, replacing parts, etc. 
FROM The International Pro- 
jector Company, 90 Gold St., New 
York City. 


“Instructions and Parts Price 
List for Type HC-3 High Inten- 
sity Projection Lamp” 
“The HC High Intensity Pro- 
jection Lamp—Type F.R.” 
Concerned with the general 
eare of the lamps and the re- 
_ placement of parts. 
FROM Hall and Connolly, Inc., 
24 Van Dam Street, New York 
City. 


“Catalog of Scenic and Color 
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{ Watch for This! 
—— 
¢ 


id 


Dennis King, star of ‘“‘The 
Vagabond King’’, will be the 
featured artist of the Para- 
mount-Publix radio hour on 
Saturday, February 25. Keep 
an eye peeled for the com- 
plete program for this broad- 
cast. When you receive it, 
localize it immediately and 
plant advance stories in your 
newspapers! 
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Effects for Use With Brenkert 
“F-T’ Brenograph” 
“Projectionist's Operating Man- 
ual for Brenkert “F-7’ Master 
Brenograph” 


Description of working parts, 
method of operation, types of 
effects including spot and flood- 
lighting, animated scenic effects, 
still scenic effects (positive and 
negative slides), blending col- 
ors, song slides, etc. 


Catalog of parts, slides and 
other equipment 


FROM Brenkert Light Projec- 
tion Company, St. Aubin at East 
Grand, Detroit, Michigan. | 


“Kliegl’s Condensed Catalog” 
Theatrical lighting  equip- 
ment and prices. : 
FROM Kileigl Bros., 
50th St., New York City. 


“Library of Victor ‘Pict-Ur- 
Music” - 


List of non-syne records for 
the theatre music library. Titles 
classified and indexed. 

' FROM Victor Division, R. C. A. 
Photophone, Inc., 411 Fifth Ave., 
New York City. 


821 W. 


“Projector Carbon Handbook” 
Everything the theatre man- 
ager and projectionist should 
know about the use of carbons. 
Should be in every theatre. 


FROM International Carbon 
Company, Carbon Sales Division, 
Cleveland, Ohio. 


“Cinephor Projection Lenses for 
Motion Pictures” 


Describes and lists new lenses. 
Contains information on the 
selection of proper lenses for 
projector. : 
FROM Bausch and Lomb Op- 

tical Company, Rochester, New 
York. 


“Operating Instructions for 
Sound Reproducing Equip- 
ment” 2 | 


Should be present in every 
projection booth. Get your copy 
and familiarize yourself with 

its contents before you have any 
trouble. 
“Synchronized Reproduction of 


Sound and Scene” 


Very interesting discussion of 
the basic principles of sound 
picture reproduction. Valuable 
for the manager who is inter- 
ested in the progress of the in- 
dustry, and who gives talks to 

. clubs and schools. 
“A New Loud Speaking Receiv- 
er” by A. L. Thuras 


Detailed description of the 
555-W receiver which is used 
with practically all sound out- 
fits. 

“Suggestions” 

For your guidance in the co- 
operation of Western Electric 
Sound equipment. 


“Operating Instructions for the 
Non-Synchronous Turntable” 


Very thorough and detailed. 

FROM Electrical Research 

Products, Inc., 250 West 57th St., 
New York City. 


“Film Multilation and How to 
Prevent It” 

Helpful discussion on the 
steps to take to prevent film 
damage... 

FROM The Eastman Kodak 
Company, Rochester, New York. 


q 


\ 
“Fundamentals of Illumination” 


Physics of illumination in 
simple language, principles of 


light control with special em- 
phasis on reflecting surfaces, 
quality and quantity of all il- 
lumination, shadows, ete. Very 
helpful. 


“Electric Sign, Poster Panel, 
and Bulletin Lighting” 

Kinds of signs, maintenance, 
cost, etc. Illustrations make the 
article clear and easy to under- 
stand. 

“Effect of Maintenance and Col- 
or of Surroundings on Resultant 
Illuminations” 

An excellent discussion on de- 
preciation of efficiency in light- 
ing systems due to dirt. Also 
deals with cleaning—costs, fre- 
quency and methods — proper 
painting, reflecting values of 
paint, etc. Should be in every 

_ theatre library. 

“Calculation of the Lighting In- 

stallation” 
Tables and charts on the 
amount of light needed in dif- 
ferent rooms and institutions, 
efficiency of lighting units, etc. 
Useful for reference purposes. 

“Standard and _ Intermediate 

Price Schedule of Large Mazda 

Lamps” 

“Price Schedule of Miniature 

Mazda Lamps” 

“Reflectors for 

Lamps” 

“Lighting of Theatres and Au- 

ditoriums” 

“Stage Lighting” 

“Flood Lighting” 

“Illumination Terms” 


FROM Edison Lamp Works,. 
Harrison, New Jersey. 


Incandescent 


“The International Cutawl’ 


A descriptive booklet on the 
mechanical compo-board cutter. 
Contains illustrations of artistic 
effects achieved through the use 
of the cutawl. Will be helpful 
in preparation of posters and 
lobby displays. 

FROM The International Regis- 
ter Company, 15 South Throop 
Street, Chicago, Hlinois. 


“Bauer and Black First Aid 
Handbook” 


Indispensable in case of emer- 
gency. Should be in every the- 
atre. 


FROM Dr. Emantel Stern at 
the Home Office. 


Merchants Stake Movie 
House For Town’s Benefit 


Is the theatre a valuable asset 
to the community? Thirty busi- 
ness men of Hawkeye, Iowa, think 
so. The local exhibitor found the 
going a little too tough, and de- 
cided to throw up the sponge. 

But the business men, reflect- 
ing on the fact that his theatre 
was a powerful factor in drawing 
transients to the city, and helped 
in establishing the town as the 
logical shopping centre of the sur- 
rounding territory, pooled suffi- 
cient funds to put him back on his 
feet—then made up another fund 
to equip the house with sound! 
Think of this when you want help 
on a seven-day week, or mutual 
benefit merchandising tie-ups 


without passes—or equitable ad-|. 


vertising rates. : 


Lobby and Marquee 
Sell ‘Pointed Heels’ 


An eye-catching lobby and 
marquee display, arranged by Earl 
Payne, manager of the Publix 
Kentucky, Lexington, Ky., helped 
to sell tickets for ‘‘Pointed Heels.” 

Huge beaver board _§ slippers 


were erected on both sides of the | 


marquee. These slippers were 
covered with colored flitter, pro- 
ducing flashes both day and night. 
A centerpiece, located beside the 
box-office, combined a peppy illus- 


trated cut-out of a dancer, with |} 


an electric sign spelling 


out the 
picture title. : 


Newman Feted 
By Grateful 
Citizens 


An outstanding example of the 
material benefit which a theatre, 
properly managed, may have to a 
community — a fact constantly 
stressed by PUBLIX OPINION— 
is furnished by the party recently 
given by prominent business men 
and members of the City Council 


of Cambridge, Mass., to Lewis 
Newman, manager of the Publix 
Central Square Theatre. The pur- 
pose of the party was to show the 
appreciation of the merchants and 
civic leaders to Newman for the 
benefits they enjoyed from the the- 
atre under his management and for 
his personal efforts in behalf of 
the community. 


The affair was arranged by the 
members of the theatre staff, 
working in conjunction with the 
merchants, and came as a complete 
surprise to Newman. Approxi- 
mately 150 people were in attend- 
ance, and the stage was spread 
with tables for the buffet supper 
and entertainment. Newman was 


clock, subscribed to by the mer- 
chants. 


“The party was a remarkable 
tribute to Lewis Newman,” said 
District Manager J. L. McCurdy, 
who was there with several other — 
representatives of the Home Office. | 
“T could not help but be impressed 


with the wonderful way in which a 
-he has worked himself into the 


hearts of the Cambridge people. — 
Seated at the tables were middle — 


aged business men, two ex-mayors — 


of Cambridge and the Mayor-elect 


—all there in a sincere desire to — 


express their admiration for the — 
manager, and some, their gratitude 
for the unusual work that Lewis 
Newman has done with the theatre 
in so far as it affects local business 
houses in Cambridge.” 

The Mayor-elect said in his 
speech that he had watched the 
Central Square Theatre and its 
manager in the various campaigns — 
put on, and that he had received © 
inspiration from it to the extent — 
that he was going to use Central — 
Square’s progress aS an example — 
when he points out that he wants — 
a business administration for Cam- 
bridge. 


MAINE REPLACEMENTS 


F, A. Vennett has replaced J. 
P. Rundle as manager of the City 
Opera House, Biddeford, Me. 
Rundle is on leave of absence. 
Frank F. Colburn replaces Ven- 


presented with a beautiful mantel'nett at the Central in Buffalo. 


BERMAN USED THIS HUNCH! 


Taking advantage of a recent ‘ 


‘hunch” in Publix Opinion, M. E. 


Berman, manager of the Publix Majestic Theatre, Kankakee, Ill., ob- 
tained this free space for his current attraction, “Forward Pass”. The 
newspaper, like many others, uses liberal space to promote its 
classified advertising department and was glad to get the tie-up. 


If You Were This 


Popular 


Couple 


Above is shown Loretta Young 
and Douglas Fairbanks, Jr. in their 


all-talking picture 


“Foreward Pass” 


now playing at the Luna. 


AND WERE PLANNING 


TO REFURNISH 
YOUR HOME 


You could easily sell your old 


household goods 


for ready cash by using a Repub- 
lican Want Ad — and remember 
that Republican Want Ads‘ pro- 


duce best results. 


Just Phone Your Want Ads to 


MISS 
MAIN 


“Just Say Charge It” 


quickly and 


Here are a few of the 

_ hundreds of articles that 

are sold daily thru Ree 
publican 


WANT ADS 


Wilton Rugs 

Dining Room Suites 
Odd Rockers 
Vacuum Cleaners 
Bed Outfits 

Stoves 

Ice Boxes 

Living Room Suites 
Leather Duofolds 
Day Beds 

Library Tables 
Chiffoniers 
Davenports 
Dressing Tables 
Electric Washers 
Gas Ranges 

Dishes 

‘Simplex Ironers 
Pianos | 


SCHOOL TIE-UP! 


FOR NATIONAL 
HOLIDAYS 


- Here is an excellent school tie- 
up for Lincoln’s Birthday, Wash- 
ington’s Birthday or any national 
holiday. It should meet with a 
hearty welcome on the part of 
public school officials because it is 
planned with the most advanced 
educational practice in mind. 


Educational principles. and 
methods have undergone a radical 
change in the last decade. The 
whole movement may be summed 
up in the statement that the edu- 
cational ideal has changed from 
the belief that school is a prepara- 
tion for life to the belief that 
school is actual living as one does 
in ordinary life and doing what 
one does in ordinary life. 

This has resulted in the class- 
room in a method of teaching 
known as the ‘project method.’ 
Under the project method, pupils 


ee 
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NEW YEAR’S FROLIC DRAWS 


Very effective ticket-selling stunts were employed by Louis St. 
Pierre, manager of the Publix Coronado, Rockford, Ill., in connec- 
tion with his New Year’s Eve show exploitation campaign. The lay- 
out below shows an attractive lobby display; bannered trolleys which 
ran thru nearby towns as well as Rockford, and heralds, which were 
mailed and handed to patrons; placed in merchant packages and at- 


tached to menus in restaurants. 


tackle a real life problem in all] 


its phases from start to finish. 
They originate and create some- 
thing that has practical value and 
ean be put to use. 


The theatre manager can take 
advantage of this by enlisting 
the services of an entire school 
in a Lincoln show project. 


The co-operation of a teacher 
active in student affairs would 
be essential but in every school 
there are two or three that fit 
the requirements. The school 
will present a Lincoln program 
at your theatre in an entirely 

_ business like manner. — 

First, the English department 
or the literary society will find a 
playlet that can be presented on 
the stage. Of course it must be 
brief, have dramatic value, and be 
appropriate to the occasion. The 
dramatic society then gets busy 
preparing for a performance. 
Costumes are necessary and this 
means that the sewing classes or 
interested pupils turn to the mat- 
ter of designing and sewing gar- 
ments. Stage sets must be de- 
signed and built. This will be 
done, where the union regulations 


do not prevent you from placing | 


the sets on your stage. 


You will have no difficulty at 
_ all persuading the authorities that 
eertain practical aspects must not 
be forgotten. The art department 
will set to work preparing posters 
and lobby displays while the 
literary society will write stories 
to be placed with the local news- 
paper. If there is a printing club in 
the school, and many schools have 
them, artistic programs and her- 
- alds will be printed for the occas- 
- jon. In addition, the school or- 
chestra will rehearse a program of 
patriotic music (union conditions 
may make it impossible for the 
‘orchestra to play in your theatre 
but by all means suggest that it 
do its share in the project). 
On Blue Monday 
provision on 


Make Monday 


and art department in the prepara- 
tion of a lobby display. And you 
will find that teachers will be 
thankful for the chance to do 
something out of their routine and 
will be willing to assume the bur- 
den of all the detail work that is 
incidental to a tie-up of this sort. 


Who will be the first to come 
across with reports and stills of a 
successful school tie-up? - 


Publix Poster Artist 
Wins Two Prize Awards 


Recognition of the quality of 
man power to be found in Publix 
; came recently with the award of 
two prizes to Emile Paulsen in 
charge of poster art for Publix in 
Springfield, Mass. : 

Paulsen won a $500 prize in an 
art contest run by the Springfield 
Daily Union and a $250 prize 
given by the Photoplay Magazine. 


TELEGRAMS AND 
BROADCAST CLICK 


A “Theatres Hour’ broadcast, 
arranged by C. T. Perrin of the 
Publix Sterling, Greeley, Colo., is 
| proving to be an effective means 
of heralding coming attractions 
to his theatre. The hit songs of 
the coming pictures, as well as cur- 
rent features, are played as part 
of an organ recital on this hour, 
with mention given to picture, 
playdate and theatre. 

A stunt which immeasurably 
aided the receipts for ‘“‘The Tres- 
passer,’ when it played at the 
Sterling, was the sending of a 
descriptive telegram to _ forty 
women clubs, inviting the sec- 
retary and president to a Friday 
night showing of the picture. 
These telegrams were read before 
the members of the clubs and 
iacted as a stimulus for attendance. 
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“SERVICE STAFF 


HOLIDAY 
SHORTS 


The Music Novelties De- 
partment is preparing two 
special three-minute sound- 
on-film shorts for Lincoln’s 
and Washington’s Birthdays. 
The cost for these will be 
determined by the Home Of- 
fice Booking Department for 
each theatre individually. 
Managers are requested to 
send their orders for these 
through the district bookers. 


; 
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Music Campaign 
to Stimulate 
Song Sales 
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A special effort to plug certain 
Paramount songs is being under- 
taken by the Publix Music Depart- 
ment with the start on January 24 
of a drive on “Sweeter Than 
Sweet,” the sensational ‘Sweetie’ 
song hit published by the Famous 
Music Corporation. 

Realizing that this activity will 
increase sheet music sales, the 
Music Department is prepared to 
aid theatres with organ slides and 
novelties, special arrangements 
for bands and orchestras, exit and 
trailer records, and non-sync rec- 
ords. It is expected by Boris 
Morros, director of the depart- 
ment, that radio plugs will be in- 
cluded by those theatres having 
time on the air, and that music 
store tie-ups will be made where 
ever possible. 


This will be followed the week 
of February 7 with a drive on “TI 
Have To Have You,” the song hit 
from the picture ‘‘Pointed Heels,” 
published by Spier and Coslow. 
The same activity is expected in 
exploiting this song as has been 
outlined for “Sweeter Than 
Sweet.” 


WINDOW CARDS 


-There are window cards and 
window cards, and places and 
places to plant them. Exploiting 
“Paris,” Bert Hanson of the Cali- 
fornia Theatre, San Francisco, got 
out a special card so attractive 
that it found its way into a gener- 
ous majority of the beauty parlors 
in the city. 


SELLING ‘HOLLYWOOD REVUE’ 


Les Kaufman of the Publix-Balaban & Katz Advertising and Publicity Department and his associates 


waged an elaborate exploitation campaign on “Hollywood Revue,” which covered Chicago very thoroughly. 


Cards reproduced below were part 


of the material displayed in 100 Victor record dealers’ windows, 


barber shops and 1,000 florist shops. 


night, February 9, for a program | 


to be given when attendance is 
weakest. Just what kind of a pro- 
gram can be presented will de- 
pend, of course, on local condi- 
tions. But you can rest assured 
that entire families will come to 
see their Johnny on the stage or 
else to see the posters their chil- 
dren have drawn or the costumes 
they have designed. In addition, 
many of the pupils who did not 
take part in the project but who 
have been hearing about it for a 
month will be on hand to see their 
classmate’s efforts rewarded. The 
stunt will be good for several 
newspaper stories, especially if 
you can get the principal to attend 
the show, some excellent window 
tie-ups perhaps arranged by some 
of the pupils as part of the project, 
and an extraordinary amount of 
word of mouth comment. 

The impossibility of presenting 
a stage show may prevent some 
- theatres from attempting anything 
quite as elaborate as the project 
outlined above, but it should be 
a simple matter to enlist the aid 
of the high school history society 
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YOU WILL SEE A PERFECT MELANGE OF Gorgeous Girls and Gorgeous Flowers 


= When You See The “*— 


“ORANGE BLOSSOM TIME” 


Number of the Sensational Singing, Dancing and Color Production 


“THE HOLLYWOOD REVUE" 


with Over 25 Popular Screen Stars 
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EFFICIENCY 
INCREASED 


A successful effort to increase 
the efficiency of the service staff 
is reported by Manager Homer R. 
Skillion of the Indiana Theatre, 
Indianapolis. 


“Realizing that a smiling and 
efficient service staff is one of the 
greatest assets that any theatre 
can have,” declared Skillion, ‘“‘my 
staff and I have constantly tried 
to effect improvements. A project 
we used in December turned out 
to be an immense success. 


“On the first of the month, we 
promised the ushers that if they 
improved their ‘smiling’ fifty per 
cent, we would give them a dinner 
party for Christmas. We were the 
judges and! they were not to know 
the result until such time as they 
received invitations, or failed to. 
The dinner, which we paid for our- 
selves, was given on the night of 
December 23, after the last show, 
and forty ushers, executives and 
their wives attended. The im- 
provement in the morale of the 
service staff was so marked that 
we feel amply repaid for our ef- 
forts and expense.’”’ 


It was decided to maintain the 
fine quality of the service by using 
additional methods of stimulation. 
One that will probably be used 
indefinitely is, according to Skil- 
lion, as follows: 


“Every week each usher con- 
tributes twenty-five cents to the 
Usher’s Efficiency Fund, and, at 
the end of every six weeks, we will 
use this money to send the most 
deserving usher to Chicago or 
some other large city to inspect 
the service staffs in the leading 
theatres there. We will use the 
Usher’s Efficiency Rating Cards as 
a guide for the selection of the 
men. Various other things will be 
taken into consideration such as 
length of service and ability to 
learn so that old and new ushers 
will have an equal chance, and 
those basically suited for promo- 
tion will have an opportunity to 


learn as much as possible of the 
theatre business. 


“The principal purpose of this 
project, however, is to improve the 
—— = the service staff by 

ing the ushers a definite obiec- 
tive to work for.” Spee 


77 Stars Contest Helps 
Plug ‘Show of Shows’ 


Publicizing “The Show 6 
Shows,” C. B. Taylor promoted “ 
contest sponsored by the Buffalo 
Times which netted him quarter- 
page space for three successive 
days in advance of the gala mid- 
night opening of the picture at 
Publix-Shea’s Century, Buffalo. 

‘The paper ran a group pic 
of the 77 stars in “ihe Show of 
Shows,” with each face numbered. 
Contest was to identify the 77 


stars pictured and write a fifty- 


word essay on “My Favorite 
Movie Star.” Cash prizes were of- 
fered by the paper, and the twen- 
ty-five runners-up each received a 
pair of tickets to see the picture. 
Results were gratifying, and open- 


ing business exceeded all expecta- 
tions. 


Special Section for 
Bathing Beauty Stunt 


A special co-operative newspa- 
per section on the Bathing Beauty 
Contest staged by the Fort Worth 
Theatre and The Fort Worth 
Press helped Manager Marsline K. 
Moore get a lot of free publicity 
during the dog days of December. 


The eight-page section carried 
the story that a representative 
from Fort Worth was to be chosen 
to participate in the Miami Na- 
tional Bathing Beauty Pageant. 
Local entrants were sponsored by 
Fort Worth institutions, all of 
which took space in the section 
running pictures of their selec- 
tions with an ad. 


The theatre ran nothing more 
than the usual display ad. 
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BOSTON MET’S 
LIVE LOBBY 
MYSTERY! 


Who is she that stands at the 
head of the grand staircase in the 
lobby of the Publix Metropolitan 
theatre? What is she, and why 
does she stand there? These are 
questions that perplex the minds of 
those who see her stationed there. 
They wonder whether they see a 
lifeless statue or a beautiful girl 
of flesh and blood—for it, or she, 
is beautiful, exotic, mystifying. 

Inquiry into these things has 
brought the information that she 
is a real creature of flesh and 
blood embodying an original idea 
of the Metropolitan management 
for additional “atmosphere” in the 
lobby. It was at first the intention 
that she should be a directoress, 
performing services of guidance 
and information with particular 
attention to women and children. 
It was found, however, that these 
public contacts were well served 
by the personnel of the regular 
house attaches, directors, ushers, 
etc., so it was decided to have her 
stand motionless, in statuesque 
pose, at the head of the grand 
staircase, merely for atmosphere. 
Thus she became a question mark, 
a source of perplexing wonder. 

She is known only as “DOLO- 
RES,” and wishes to be known by 
no other name. She admits she 
has the most singular occupation 
in the world. Her job requires 
that she stand absolutely fixed and 
motionless and as nearly expres- 
sionless as humanly possible, for 
long periods of time, without even 
so much as blinking an eyelash. 
Her ability to do this for periods as 
long as an hour has been acquired 
by painstaking practice. 


NEW PIT LEADER 


Joseph Klein, pit leader at the 


2 New York Paramount, has termi- 


nated his engagement and has 
been replaced by Charles Man- 
ning. 


MYSTERY GIRL 


This photograph of the mys- 
tery girl, “Dolores”, who stands 
like a statue in the lobby of the 
Publix Metropolitan Theatre in 
Boston, was reproduced in one 
of the newspapers. — 


Silken, Snare 


‘|}Ruth Chatterton 
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OUT! 


Here are a list of cuts 
made by various. censors 
from comedy shorts as re- 
ported by “Variety:”’ 

Horse falling in steeple- 
chase, unless it gets up. 

Cow on roller skates. 

Tacks thrown in path of 
pursuing lion. 

Man using magnet to ex- 
tract necklace from woman’s 
neck. 

Man 
saloon. 

Roulette wheel in action. 

Cutting electric light and 
telephone wires. 

Man letting gas out of 
auto tank. 

View of cards in boot in 
poker game. 

Can’t call anyone in dia- 
log or by title—a big sap, 
spare tire, punk, loafer, 
bummer, you old fool, she’s 
a boneless herring, this is 
a Scotch kidnapping, tough 
egg, son-of-a-gun. 

Dice shooting where 
money is shown. 

Strip poker games. 

Labels on bottles such as 
chloroform, castor oil, dyna- 
mite, turpentine, sleeping 
tablets, beer, goat gland, 
itch powder, milk of mag- 
nesia. 

Nose thumbing 
person or animal. 


setting fire to a 


by any 
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N. Y. CRITICS LAUD 
“LAUGHINGLADY” 


The majority of New York crit- 
ics found the “‘Laughing Lady’’ to 
their liking and said so in their 
papers. Note their comments. 

Times—‘‘It is acted so naturally 
that one does not wish to turn 
one’s eyes from the screen. It is 
well done.’’ 

Morning Telegraph — ‘Adult, 
believable drama, interpreted by 
understanding artists, tugging at 
the heart strings of the audience 
and tapping emotional reserves 
seldom touched by a motion pic- 
ture.”’ 

Graphic—‘‘Smoothly construct- 
ed, excellently enacted, and with 
a real plot.” 

Evening World — “Superbly 
handled by a company headed by 
and Clive 
Brook.” 

Motion Picture News—‘A so- 
ciety drama with a gripping story 
capably acted.’’ 


| ‘Songs Given To Patrons 


In Tie-Up With Kresge 


In selling ‘‘Glorifying the Amer- 
ican Girl,’ Manager Harry Brown- 
ing of the Uptown and Olympia 
Theatres, Boston, Mass., made a 
lucky-number tie-up with the 
Kresge stores, the winners to get 
fifty popular songs supplied by the 


{ store. 


Dolores. | 
_Enigma of the Lobbies at The Metropolitan 


Browning obtained 20,000 col- 
ored heralds from the exchange. 
The blank space was imprinted by 
the S. S. Kresge company telling 
of the contest, printing a number, 
and printing the theatre names 
and play dates. In addition to the 
tie-up with the store, there was 
a similiar tie-up with a restaurant. 


Identification Contest 
for “Young Nowheres” 


Manager L. L. Chambers ran 
an identification contest in the lo- 
eal newspaper to help publicize 
Richard Barthelmess in his cur- 
rent picture, ‘“‘Young Nowheres’”’ 
playing at the Broadway Theatre, 
Newburg, New York. 


Five different ads appeared in 
the newspaper for five days prior 
to the opening. Each contained 
scenes from former pictures star- 
ring Barthelmess, and the readers 
were asked to name the pictures 
and write brief essays on the role 
they liked best. 


All Night Service| 


on Home Office 
Switchboard 


All night telephone service at 
the switchboard in the Home 
Office has been inaugurated by 
order of Mr. Katz. 

This idea grew out of the 
discovery during the midnight 
shows on New Year’s Eve 
that the switchboard, the most 
vital control post in the home 
office organization, was not 
functioning. 

With a difference between Hast- 
ern Standard Time and. Pacific 
Time, which makes it only nine 
o’clock in the evening on the 
Coast when it is midnight here, 
and believing that emergencies 
might arise which would make it 
necessary for western theatres to 
contact home office officials, the 
all-night switchboard service has 


been ordered. : 


ANOTHER INDICATION 


The high esteem with which 
Publix personnel is regarded in 
communities is noted in an edi- 
torial of the Charlotte, N. C., Ob- 
server. This editorial comments 
upon the recent promotion of 
Warren Irvin to district manager 
of the Carolinas, complimenting 
Charlotte theatregoers for having 
Irvin in their midst. 


INTELLIGENT PUBLICITY 


. The writer recently happened to look over a couple of publicity scrap . 
books from two different cities. Both were well loaded with clippings— 


but they presented two opposing viewpoints on publicity. 


One book was filled with a lot of stunts and stories indirectly bearing 
The stories were tricky and flashy—but 


upon the theatre and its shows. 
They filled newspaper 


it would be hard to point out what they “sold.” 
space and made rather good reading—but the whole bunch of them could 
hardly sell a ticket because they conveyed no ticket-selling urge or thought. 


The other book showed a different type of publicity-mind. Apparent- 
ly the mind that conceived the articles had outgrown the old “press agent” 
thought of “making a showing.” The old day of filling scrap books with 
clippings and thinking that the boss would be pleased is gone. 


| WHAT TO DO WITH‘POETRY’ | 


Lots of your patrons like to get 
an injection of poetry with their 
daily habits. To accommodate 
these, we print an offering from 
a patron who flew into a fit of 
it, after visiting the Brooklyn- 
Paramount. 

Someday, after the opening of 
a new Publix theatre, or maybe 
after the remodeling, or re-deco- 
rating, you can “‘lift’’ this scented 
delicacy of verbiage. Get the 
Chief of Police or some other local 
aesthete to stand for it, and then 
plant it in your local newspapers. 

The localization will arrest at- 
tention, and maybe get a remem- 
bered laugh, and at the same time 
put a lot of words in the mouths 
of patrons who want to describe 
the splendors of your theatre but 
don’t know the lush words with 
which to doit. Thus it will serve 
two purposes: (1) getting a local 
laugh for those who giggle at 
poetry, and arming your poetry- 
minded patrons with a lot of swell 
yearning words about your thea- 
tre. How about a newspaper con- 
test that gives local poets a chance 
to jump Pegasus over the descrip- 
tive hurdles of your nickelodeon. 
All right, boys, come and get it: 


FILIGREED DREAM 
OF BLUE HEAVEN 


Dedicated to Brooklyn Paramount 
By Clarence Eduard Heller 
Pylon towers of the True 

- Hathor of Troy, thou wert none 

lovelier than those of this noble 
Temple of the Muses. 
-Architecture weaved about, in 
an architect’s dream, of fili- 
greed designs. 
As beautiful as the Rose and 


that doesn’t sell is just “eye-wash.” 


A vivid example of intelligent publicity comes from Detroit. Realizing 
that “sound” is the most important thing we have to sell, the Detroit ad- 
vertising department keeps shooting to the newspapers interesting articles 
on how the Publix theatres are constantly working to perfect sound. 


One story tells how “dead seats” were resurrected at the Paramount 
theatre, Detroit. That house has had trouble getting people to sit in the 
side-seats because a “dead spot” made them bad from a sound-reception 
standpoint. The public quickly found out that the seats were poor and the 
problem of getting them to sit in “Aisle 6” on the right was intensified. 
Then stories appeared in the paper telling how a corps of technicians had 
been working for weeks and that a simple readjustment of the horns had 


resulted in the “dead seats” coming to life. 


At another theatre it was known that the top balcony was bad for 
To solve this problem, a tilting of horns was experi- 
mented with and found to improve things 100 percent. Stories reached the 
papers telling that the top seats at the Adams were now the choice 
seats because of the mysterious discoveries of the Publix technical staff. | 
These stories were kept in a mysterious vein—the surprising things being 


sound reception. 


discovered about sound, etc. 


Along similar lines are sfories telling how the Publix projection ex- 
perts discovered that by dimming all house lights when colored sequences 
are on the screen the projection became almost three-dimension. This was 
used to sell an all-colored picture and overcome complaints that the pho- 
tography was blurry, etc. As a matter of fact the dim-light idea is true 
and was discovered at a midnight screening,—by the publicity department! 


Publicity men — who take their work seriously — complain that they 
are still looked upon as “clowns” and “stunt boys.” That complaint will 
cease in years to come if all publicity men use selling-intelligence. 
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Alabaster Shrine of le lac du 
Boulougne de Paris. 

In thy marbled and filigreed 
depths, I sit, entranced, held by 
the spell. ..the double spell. . .- 
of the witchery of Music and 
Environ. : 

Whole days could I sit with 
in thy walls and dream... — 

Stories that are marvels for 
imagination are woven in my 
brain from my contacts with 
thy sacred portals. 

Fading lights... 
colors of the prism, 

- every mood... : 

Red for the bizarre; green — 
for the softer emotions; yellow 
for the baleful scenes; white 
for keener, purer visions; rain- 
bow hues for chimera, jargon, 
phantasy... 

All repose within thy sacred 
depths. ..removed far from the 
commerce of the marts of the 
Bagdads without. 

Beautiful, entrancingly sweet, 

FILIGREED DREAM 
OF BLUE HEAVEN 


subdued 
suiting 


Holiday Greetings 
From Theatre Lobby 


Governor Allen of Massachu- 
setts helped the Metropolitan in 
Boston break into all of the Bos- 
ton newspapers when he sent the 
first Christmas greetings telegram 
from a Postal Telegraph station 
which had been installed in the 
theatre lobby. The telegraph com- 
pany offered cash prizes for the 
senders of the most interesting 
season’s greetings. . 


Publicity 
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Loud Speaker 


Saves Voices 
of Doormen 


No longer do the melodious 
voices of the ‘Paramount Theatre 
doormen mingle with the raucous 
cacophony of Times Square during 
the periods of greatest noise— 
but patrons are still kept accurate- 
ly informed of the length of time 
which will elapse before seat on 
the main floor, or the mezzanine 
and baleony, for that matter, can 
be obtained. 

A loud speaker over the box-of- 
fice first tried out during the bed- 
lam on New Year’s Eve will do 
the throats of the doormen more 
good than a daily magnum of Lis- 
terine. It is hooked up with the 
Public Address system, and the 
lobby captain manipulates the mi- 
crophone. In efféct, ‘the loud 
speaker is a decided improvement 
over the old system and attracts 
much more attention, since Broad- 
way ears have long been imper- 
vious to ordinary announcements. 

So successful is the innovation, 
in fact, that a project has been 
suggested by Mickey Finn to put 
the necessary variety of announce- 
ments on discs, with Rudy Vallee 
monopolizing the modulations in 
a come-hither tone of voice, some- 
thing which should prove prac- 
tically irresistible to feminine 
passers-by. It will be used for 
‘those special occasions when addi- 
tional noise is desired. 


Co-op Telegrams Used To 
Sell “Welcome Danger’’ 


The use of 300 co-operative tele- 

grams helped Manager A. L. Lash- 
way sell “Welcome Danger” when 
it played at the Olympia Theatre, 
_ Lynn, Mass. 
‘ “The telegram, which was sent 
to professional men in conjunction 
with a restaurant and a taxi com- 
pany carried the following copy. 
“Christmas is near. Everyone has 
a night set aside for amusement. 
Make yours Monday night. Call.. 
for a town taxi. Go to the Olym- 
pia Theatre to hear Harold Lloyd 
in ‘Welcome Danger.’ After the 
show visit the .. restaurant 
for lunch and dinner.” 

The restaurant and taxi company 
reported increased business so 
Lashway concluded that he re- 
ceived his pro-rata share of pa- 
tronage. 


LETTERS TO SANTA! 


When the children of Pittsfield, 
Mass., visited the Santa Claus 
workshop in the Capitol Theatre 
they were prevailed upon to write 
letters to Santa telling him what 
they wanted for Christmas. Then 
Manager C. Frederick of the thea- 
tre had these slips of paper fast- 
ened to a form letter which he had 
prepared and sent it to the parents 
of the children. Stunt caused 
lots of talk. 


of “The Love Parade.” 
front of the theatre, set up 


Ray Beall. 


DALLAS IS THRILLED 


Amid a blaze of lights and cameras, Ernest Morrison and his staff 
at the Palace gave Dallas, Texas, its first Hollywood midnight preview 
Paramount News cameramen, stationed in 
plenty of fanfare until the arrival of the 
huge crowds, who left holiday dances and parties to attend the mid- 
night matinee. Their arrival was announced over the microphone by 
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weather, promoted 
Rubens. 


DO 


FIGHTING BAD WEATHER JINX 


Reproduced herewith is the. second of the series of full page 
in Joliet by Guy Martni and Roy Rogan, 
Eight advertisers bear the entire cost of the series, 
tions, with complete change of copy each week. Idea was given 
been experiencing the worst weather in years. 


advertisements designed to combat bad 
at the suggestion of Divisional Manager M. M. 
which is sold for six successive Sunday inser- 


added force by the fact that Illinois has 


JOLIRT SUNDAY HERALD-NEWS, JANUARY 5, 1930, 


NT LET BAD WEATHER KEEP YOU HOME! 


THIS ENTIRE PAGE OF ADVERTISING IS SPONSORED BY THESE CO-OPERATIVE CONCERNS 


wil! be no hindrance if you 


have a new coat from- 


The 
National 


Enjoy the luxury of a new 


coat now. Pay for it at 


your convenience. You will 


like the liberal arrangements 


of small terms allowed you. 


superb acting of 


ers, “Disraeli” 


ble screen. 


YON’T let bad weather 


formances. 


GALOSHES 


and come out and ei 
enjoy yourselves. 
We have a complete line of overshoes 

for dad, mother and the rest of the 
family. 


aking 
benind the 


jeoms,” or com-2 


free for - all 


ALL FIRST QUALITY of thing. 


. | REASONABLY PRICED 


318 N. CHICAGO 8T. 


YOUR STREET CARS 
MAKE SHOPPING EASY 
IN BAD WEATHER 


Save 
Worry and | 
Expense 


Winter Mouths bring ‘Ram, Snow and Cold. Disagreeable 
Weather, whén the Comfort and Convenience of Street Cars 
and Buses are most appreciated. With a January Commu- 
tatwh Card you can tide as many times as you want to ride, 
and each time you pay only a-Nickel., 

You will need daly afew miiqutes'to stop at our Ticket 
Office “301 N. Ottawa Street; and parchase your Card, and 
the Seventy-five Cents paid for it will he-one of the best In- 
vestments you cap m°ke. 


The Way to Build a City is to 


Buy Where You 
Want the City Built. 


Chicago & Joliet 
Electric Railway Company 


‘Shop Dept. 


George Arliss in 


“Disraeli” at Rialto CULTURE SAYS MR. KATZ 
Theater Monday 1990 will ee Considerable hitherto, have been unappreci- 


Mr. George Arliss, the distin- 
guished actor of the legitimate 
stage, who scored his outstand- 
ing success in Louis: Napoleon 
Parker's famous play, “Disraell,” 
will be seen and heard in the 
same role when the Warner,| ‘© 
Brothers’ all-talking dramatiza- 
tion of this play will be shown 
at the Rialto theater. In sup; 
port of Mr. Arliss are Joan Ben- 
nett, last seen with Ronald Col- 
man in “Bulldog Drummond”, 
Florence Arliss, the-ife of the 
star, David Torrerice, Doris Lio; 
and Micheel Visaroff. 

“Disraeli” marks thé debut of 
Mr. Arliss on the audible scree! 
And it goes without saying that 
he could not have made a bett 
choice, for,"Disraeli” is one of thi 
great plays of our day; a bri 
Nant. effort in which wit, satire 
yomance and adventure and the 


effectively blended. 


ea) 
heights in the realm of audible 
screen entertainment. Based on 


this 
man emerges as one of the most | other creative geniuses whih, 
= : 


In thd performance of Mr 
Arliss, the Disraeli of history 
id 


‘As Lady Beaconsfield, the wife 
of Disraeli, Florence Arliss, who. 
in real life is Mrs. George Arliss, 
contributes a sympathetic and 
understanding performance. As 
the beautify) Lady Clarissa Pe- 
vensey, Joan Bennett is ‘soothing 
to the ear and pleasing to the 
eye, As members of a good sup- 
porting cast Michael Viseroff. | things 
Doris Lloyd and David Torrence 
all give restrained, effective per- 
formances. 1 


Rialto Feature for 
Thursday, “Navy Blues”, | yeau in order-to-entertal 


‘bak of “non 


digs je 
ing ‘out of aed HAINES | 


unseathed, between the legs of | soments seen in the theater this 
bruised and beaten colleagues, ay ia 

will not surprise his admirers 
who have long been accustomed 


to seeing Jhim do just that sort) tee aT etite Churchill as the 


di 

However, in “Navy Blues," hie, er bedeft as. the. Mar- 
+ Ree ediking velile, he will] 2s goat wi oe 
probably -surprise 
People, for in this picture he not 
only gives bis-usual light-heagt= ———— 

ed, fun-loving tmpersonation::$n 
this instance of ‘one of Uncle 
Sam's sailors, but he also goee 
“dramatic,” something which he 
has wanted to do for some time 
Clererice, Brown, creator of 
sGreta Garbo successes, directed. 
“Navy Blues.” Prominent in the’ 
supporting cast are-such capable 
players.as Anita Page; Karl Dane 

tnd J. 0. Nugent. b 


Equipped for 
Winter Driving 


Barrett HardwareCo. 


SOUND SCREEN TO SPREAD 


ane 
spiritual thought that is behind 


entertainment,” writes Mr. Katz within big cities. America has. 


.| developed its mentality a hun- 
‘| dredfold, in the Jast. ten years 


- | ular artistic and spiritual ap- 
preciation never known before. | zer," 

“This encourages the theaters 
to universally present proper en- 


toicingesoveen_ oxrived, tertainment. of every kind and 
“People think mote, and faster i 

nowadays. They read and sée |-880, only the shallowest’ kind of 
j- | entertainment ¢ould thope for 

patronage irom the general 
public, The finest offerings of 


.  Ponse= 
they can absorb more.of 5 
tits of experimentation. 
"It wil 


able only under most lUmited 
circumstances. 

“This year will see America’s 
intellectual progress, as° reflect- 


the public 
clings. to 
\icertain 
general 
preferences. 


ready to wear. 


est state of development.” leather coats. 


Publix Patrons Ride 
Home Free On Street 
Cars Monday Nights 
Fach week finds more and 
., | more people putting up the fam- 
Mt | ily car and going’ to the Publix 
B| ‘Theaters thé. street cat way, as 
='|'is evidenced by the increased 
siclané “and | number of requests for free-trip- 
home tickets from car operators. 


Mr, Arliss are 


~ Sam Katz, 
President Publix 
‘Theaters 


Eddie + 
Buzzell, one 


WILL ROGERS IN “THEY. HAD TO SEE 
PARIS” OPENS MONDAY AT PRINCESS | | 
h 


M. Cohen’ 
well-reme! 


‘witi/ his wife renting @ ch 


eye 
SB @ Yankee Doodle Dandy” and d F; h 
f A Riot. of Fun ty th a style befitting their “Give My Regards to Broadway; an urnts ings 
. WITITam ; “fei in the< pie . 
¥ Haines, as. a Will Rogers in “They Had to|-ture. Many new ones were writ- 
eep you OMe... ff hard-boiled ‘See Paris,’ all talking Fox | ten, and the dialogue sparkles FROM 
gob, washing ‘Movietone Comedy Drama. with comedy. 
A\ J . 
Protect your fect with out ase oe sig sling es atte bash | RAE AS SO Rey 
drendueryga ht ul Rogers. of wirhey Had to| Zork Clty, then to the Liverpool 
mi Taces BL te Peed arei London water fronts, and 


of the best comedy | fame, 


SS 
“This Thing Called 
Love’ Opens Thursday 
at. Princess 


scree some 


seasol 


Few -dialogue productions of 
the current screen season will 
rank in interest and popular 
appeal higher than “This Thing 
Called Love.” The story, ad- 
juirably visualized on the screen, 
deals almost wholly wtih mar- 
ried life with ® young, hand- 
some, lonely millfonaire who 
seeks’ a wife in New York. .This 
develops a situation that is filled 
proved. Rualto's new service dur- | with genuine “humor. | Edsrund 

we, who @ sensational 
ing the rain last week when they | vit 4n “The —Gockeyed World,” 
were able td borrow umbrellas ) and Constance Bennett head an 
by leaving 2,smali deposit, admirable cast. 


& good 
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Umbrella Service 
At Rialto Gets Public 
Approval 


‘Theater-goers heartily @p- 


tou. 


Weather 


need not keep you 
away 


4f Your Car Is 


soac: . ---for the 
Arvin and Francisco Auto 
Heaters 

Quaker Garage Heaters 
“ Frost Shields 
Auto Robes, 

Packard ignition ‘Cables ee 

es a ive Dept ppy Events. 

perereens “OUR PRICE IS RIGHT" 


“Craftsmen Qua A. 
“a ee + dete thd 
ce Nee” be Beka ea nS 
*Qver Qn. Ottawa” sane ~ JOLIET STEAM DYENOU: 
i Telephone 4100 654 Cass Street 


PUBLIX ANNOUNCES NEW SHOW WORLD! 


The new show world of Publix 
T brings you hit ‘after hit...the 
most brilliant stars of stage and 
screen...the,most lavish produc- 
tions...the greatest storles...the 
ated, except in “limited circles,| pest music. Never before has 
such a world of entertainment 
been offered you. 
weather “keep, you from seeing 
and-with this has come a pop-'| hearing and enjoying such com- 
ing attractions as “The Kibit- 
% “Appfatis,* 
Parade”, ard "Ziegfeld’'s “Glori- 
fying thé. American Girl”. The 
following Joliet concerns are cO- 
depth of thought., Ten years } operating ‘ith’ Publix in-making 
{t possible’ for you to attend the 
theater in cpmifort: : 
Barrett Hardware Co—Automo- 
bile es. 

-| music’ and stage were then. avail-| me pagle—Men's clothing. 
National Clothing Co.—Ladies” 
Lewis Bros.—Shees. 

‘ed in theater-going, in its high-| The White Store—Rubber and 
Straka Jolieé Stedm Dye House. 


American Institute Laundry. 
Chicago and Joliet Electric Rail- 
way \Co. 


Broadway’s Favorite 
Comedian Stars in 
“Little Johnny Jones”, 
Now Playing Rialto 


Ss 
mmbered SUCCESS. 


Donald Reed, Robert .Edeson, 
Wheeler Oakman and other fa-, 
vorites also appear. 

‘Two of the old song hits, “Tm 


"| finally.to Epsom Downs, where 
y the world-famous Derby is run. 


“Nix On Dames” 
Princess Theater Today 

‘The human‘ side of actors - 
their Hopes and friendships, afn- 
bitfons and foibles are 
thetically presented in “Nix On 
Dames,” an all-talking produc- 
tion of actors “off-stage,” which 
will be the feature film at the 
Princess theater today. 

‘Mae Clarke, the 
Fox Movistone’s recent -“Big 
Time”; Robert Ames, William 
‘Harrigan, Maude Fulton, George 
‘Muctarlang, Camille Rovelle, and: 
the noted. vaudeville team of 
‘Wallace'‘ahd MoCorthack enact 
the leading roles In this produc- 


Children’s Parties 
givé tliean, too, the pleasure of appeuring at their best 


—in dresses made fresh and stainless, snappy in looks 
and fiiish, Our low charges are an education in thrilt. 


The Weather Need Not Interfere with These 


You Will Be Prepared For Any 
Kind of Winter Weather In An 


Don't let .bad 


By 
Kuppenheimer 


“The Love 


For over a half century The 
House of Kuppenheimer has 
reigned supreme among manu- 
facturers of overcoats. For sl- 
most an equal length of time 
The Eagle has been Joliet’s 
headquarters for fine overcoats. 
Today at this store you will find 
Kuppenheimer overcoats at ‘The 
Engle in greater array than ever, 
before. Chief among our offer- 
ing are these at $45 and $50— 
blues and, grays — Chesterflelds 
and ‘great coats—soft fleeces and 
hardy boucles, Whatever your 
preference—we have it here, 


Fee 


THE EAGLE 


406-08-10 CHICAGO STREET 


THE WHITE STORE 


405-407 CASS STREET 


Has Purchased the Entire 
Stock of 


Men’s and Boys’ Clothing 


Qoliet Clothier for 20 Years) 


Vv 


sympa: 


Watch for 
Our Sale Announcement and Be 
on Hand Regardless of 

the-Weather ¢ 


heroine of 


paeenee 


*%TOUR beautiful table linens 

are carefully laundered by us, 
‘and returned to you, freshly crisp’ 
and immaculate; so super that 
they will add greatly to-your pride 
asa hostess, The utmost attention 
is given them throughout our 
plant. Phone us today. 


Weather cuts no figure with us, Our laundryman drivers are 
on the Job—rnin or shigse—to pick up your bundles andsretara 
finished promptly. 


j @ 4 fog § 
aera? $0 BORE.) 
veer ees pss DOK) 
JOLIET PHONE 6000 | 


Address all mail to Louis Mar- 
cus at 1119 Continental National 
Bank Bldg., Salt Lake City, Utah. 
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WHEN THE TALKIES TEACH 
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The following editorial writ- 
ten by Glenn Frank, president 
of the University of Wisconsin, 
and distributed by a newspaper 
syndicate, is reprinted here be- 
cause the subject matter is of 
vital interest to Publix show- 
men. 


- The other day I saw and heard 
a distinguished surgeon perform 
and explain a difficult operation. 
The surgeon performed the opera- 
tion and explained his technique 
thousands of miles from the room 
in which I was sitting, but a talk- 
ing film had brought his perform- 
ance and his explanation to me 
and a group of interested surgeons 
who were gathered to examine 
this new instrumentality that may 
make profound contribution to the 
processes of education. 

In a few years the students of 
every medical school, in however 
out-of-the-way place the school 


|may be located, will be able to 


see the living technique of the 
most distinguished surgeons in 
the world, hear them explain their 
methods and feel the impact of 
their personality as part of the 
routine of their medical training. 


Living greatness is at last on 
its way to syndication. 

With the talking film we are 
catching history in the making, 
not with dull documents, but 
with all the blood and warmth 
of living men and women. 


We learn more quickly and, 
perhaps, more accurately through 
the eye than through the ear. The 
talking film may make it possible 
to simplify our educational equip- 
ment and processes. It may help 
to reduce the great differential be- 
tween the poor and small schools, 
on the one hand, and the big and 
rich schools, on the other. 


Two things should be thought 
of early: First, the best brains 
of the educational world should 
now be considering the problems 
of the development of the talking 


film; second, education should not 
simply add the service of the talk- 
ing film to all that is now being 
done, but should effect some of 
the drastic readjustments and re- 
ductions to educational equipment 
and process that it will make pos- 
sible. 
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SPECIAL STILLS 
FROM STUDIOS 
FOR TIE-UPS 


Theatre merchandisers who 
have long wanted special exploi- 
tation stills can now have their 
wish fulfilled on forthcoming 
Paramount Pictures, starting with 
“Burning Up.” 


The studio usually shoots a 
number of special stills which are 
intended for exploitation only, off 
stage shots of the players with 
various articles of nationally 
known and advertised merchan- 
dise, specially posed photos, ete. 
A number of these have been in- 
cluded in the first run set of stills, 
but now they are made available 
to every theatre manager, by or- 
dering through the Paramount 
exchange. 


Illustrated in the press book on 
“Burning Up’ are special exploi- 
tation stills for Cord car, Fire- 
stone Tire, Richfield Gasoline, 
auto tools and a still of Richard 
Arlen signing a racing driver’s 
helmet. These stills are not ac- 
tual scenes from the picture, but 
specially posed for tie-ups. The 
cost of these stills is 25 cents each 
and from eight to ten days will be 
required by the exchange in mak- 
ing delivery. 

If theatre managers find these 
stills valuable for tie-up purposes, 
the arrangement will be con- 
tinued. 


Walter Weems To Act 
With Moran and Mack 


Walter Weems, former vaude- 
ville performer and gag writer, 
has turned his attention to learn- 
ing the lines he has just finished 
writing. 


Weems had been collaborating 
with Lloyd Corrigan on the screen 
play for Moran and Mack’s next 
Paramount starring vehicle, from 
Charles Mack’s ‘““‘T'wo Black Crows 
in the A. E. F.” He has been as- 
signed one of the important black- 
face roles in this production, 
namely, that of Sergeant Skip, 
rival in love of both of the Two 
Black Crows. 


J. J. Rubens Handles 


Indiana Operations 


Although notice has been issued 
by D. J. Chatkin, director of thea- 
tre management, that J. J. Rubens 
has assumed supervision of the 
Indiana operations, mail for that 
operation, continues to come to A. 
D. Mayer in the home office. 


Mr. Chatkin orders that instruc- 
tions be issued in all offices to cor- 
rectly address such mail in the 
future. Copies should be sent to 
Harry Katz in the home office. 


ANOTHER SONG HIT 


Music critics who have heard 
“Vou Brought a New Kind of 
Love To Me’’, declare that it will 
be a ‘sure-fire’ seller. This num- 
ber is sung by Maurice Chevalier 
to Claudette Colbert in “‘The Big 
Pond’. 
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: KILL 
THAT WORD 


‘“A.N-D”’ : 


in your ads, trailers, posters! 


Use Short punch sentences! | 
Use lots of exclamation !? 
points to make breathless, 
enthusiastic, swift reactions! 


That word “AND” kills lots 
of good selling copy! ! It. 
slows copy down to a walk 
when it should spurt! ! 
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t Kill That Word 
i “AND” in Your 
Copy 
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ear are, 


sce sat, 


notes 
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YOU HAVE THE 
_ MERCHANDISE 
SELL IT! 


The Official Voice of Publix 


Vol. Ill 
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Publix Theatres Corporation, Paramount Building, New York, Week of January 24th, 1930. 


YOU HAVE THE 
MERCHANDISE 
SELL IT! 


Sound is no longer in its experimental stages. Nothing short of perfect and flawless reproduction will be 
tolerated in Publix theatres. Managers must provide their patrons with faultless sound reproduction as a matter 


of course, not haphazardly, but constantly. 


“Leave no stone unturned to help Publix maintain 
the high standing it holds in the world of theatres.”’ 


| Publix © Opinian 


Published by and for the Press Representatives and Managers of 


PUBLIX THEATRES CORPORATION 
SAM KATZ, President 


A. M.,Borsrorp, Dr. Advertising Benj. H. SerKowicu, Editor 
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NEGATIVE SELLING 


Most veteran and successful salesmen have found it to be one 
of the irrefutable axioms of their trade that positive selling is always 
more effective than negative selling. That, is, it is always a better 
policy to stress all the good points your product possesses, rather 
than to enumerate the deficiencies which’ it lacks. 

The reasons for this are obvious. What appears to be a defect 
to the salesman may not be one to the customer and, in trying to 
sell his product on the strength of these non-existent defects, the 
salesman is really arguing against himself. Also, it has ever been 
one of the basic characteristics of human nature to derive a greater 
satisfaction from benefits enjoyed, rather than from evils avoided. 

Recently, a theatre playing an exceptionally strong dramatic pic- 
ture, advertised on its marquee that there were no theme. songs or 
dancing in the picture. This negative selling was particularly inad- 
vised because, not only did it discourage those prospective patrons 
who might like theme songs and dancing, but it served to crystallize 
in the public mind a distaste fora type of entertainment which the 
same theatre might have to sell in its next picture. If Paramount 
and the other companies whose product, that theatre plays, recog- 
nized a definite public prejudice against that form of entertainment 
and eliminated it from all their pictures, then, it might not be so 
bad—although still inferior to positive selling. However, that is 
not true. ; 

If Paramount, with the sensitive ears of its highly trained ex- 
perts close to the ground of public tastes, continues to make singing 
and dancing pictures, it is because the public wants them. The 
same is true of other companies. Consequently, it would be fool- 
hardy for a theatre to deliberately prejudice the public against one 
brand of its own merchandise merely because that particular brand 
doesn’t happen to be on display that week. 


WHAT D’YA SAY, GANG? 


Ever since its inception, PUBLIX OPINION has made a 
consistent plea for constructive criticism in order to make 
your paper a more effective idea-exchange, so that you might 
be better served. To date, this plea has remained, for the most 
part, strangely ignored. 

It is true that, occasionally, a mis-placéd comma or a mis- 
spelled word is called to our attention. We cheerfully welcome 
all corrections of this nature and, if the error is important 
enough, will correct it in the following issue. However, that 
is not the type of criticism we are referring to. Most of these 
corrections can be caught by ordinary proof-readers. 
we want are corrections that can be caught only by the ex- 
perienced and specialized minds of showmen. 

The matter is a very simple one. We are trying to edit a 
paper to help you successfully operate your theatre. Are we 
doing it? If not, what can you suggest that will do so? If 
we are, are we doing it as completely as we might? Is there 
anything we are doing that we should not do? Any policies 
we are advocating that are harmful or questionable? Any 
phase of the theatre that we are overlooking? Anything 
that you want us to do that will be useful to you? Any in- 
formation that you might need regularly and that we can get 
for you? : 

These are just a few of any number of tips you can give us 
to make this publication a more helpful and effective instrument 
of benefit for you. Being an idea-exchange for everyone, and 
not a dictatorial mouth-piece of a handful of leaders, the suc- 
cess of PUBLIX OPINION depends upon your criticisms. 
Imagine the heights of usefulness which can be attained by a 
- medium that crystallizes the expert and interested brain effort 
of 25,000 showmen! 

Mr. Katz has definitely ordered that these helpful criticisms 

be made. ESOS : 

Ne 
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SOUND 
TIPS 


From Publix Department of 
Sound and Projection. 


HARRY RUBIN, Director 


SOUND BULLETIN No. 43 
Ordering Supplies 


Sound supplies are not like sugar 
—you can’t run over to the cor- 
ner grocery and buy a pound of 
them when you need them in a 
hurry. Consequently the projec- 
tion room supply should always 
be kept well ahead of any reason- 
able demands. 


Recently one theatre in the far 
west had to CLOSE DOWN be- 
cause they ran out of their last 
219 D vacuum tube! 


Spare parts should be checked 
frequently and carefully. An or- 
der should then be placed cover- 
ing such quantity of spares of all 
kinds as will bring the stock up 
to standard. A standard stock of 
spares should be enough to last 
the theatre for at least one month, 
with a very conservative margin 
to allow for accidents. Deliveries 
at this time can generally be 
looked for within that length of 
time. 

However, it is impossible to lay 
down a general rule. Theatres 
centrally located can expect 
prompter delivery than those in 
more remote communities. Also, 
it is impossible to list by theory 
the quantity of each kind of part 
that constitutes a fair month’s 
supply. For example, a theatre 
with a cold booth, in a cold cli- 
mate, will very likely need more 
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NEW YORK 
PROGRAM 
PLOTS 


Week Beginning Jan. 24th 
New York Paramount 


. Prelude 

. Paramount Sound News and 
Sound Trailer on 
Battle of Paris” 

. Organ Concert — Mr. and 
Mrs. Crawford 

. Publix Unit—Richman 

. “Seven Days Leave’’—Para- 
mount Talking Picture 

. “Actions. Speak Louder 
Than Words” — Paramount 
Talking Comedy 

. Trailers 


ell 


ES 
LNT 


140 minutes 


Brooklyn-Paramount 


. Prelude 

. Paramount Sound News and 
Sound Trailer on 
Mighty”’ : 

. Organ Concert—West....... 

. Publix Unit—Vallee........ 

. “The Virginian” — Para- 
mount Talking Picture 

. Trailers 


IIT 


145 minutes 


Rialto 
“The Locked Door’’—Second 


\ 


. Paramount Sound News.. 
2. “Actions Speak Louder Than 
Words” — Paramount Talk- 


Talking Comedy ........... 

. “Condemned’’—United Art- 
ists Picture 

. “The Cat’s Meow’’—Sound 
Cartoon 

. Trailers 


TILT 


121 minutes 

Criterion 
“The Love Parade’—Tenth 
Week ..... fein Ge ered ee eae 


HAT 


( 


—SAM KATZ, President, Publix Theatres Corp. 


FILE THIS! IT WILL HELP PLAN PROGRAMS 


Watch Publix Opinion for this service in every issue! Watch the 
trade papers for it, too! 


LENGTH OF FEATURES 


Foot- Runn’g 
age Time 


Record 


No, Subject 


She couldn’t Say No—7: reels 
AT 


( 
Devil May Care—1il reels (AT) 
Lone Star Ranger — 7 reels 
(AT). 
Grand Parade—8 reels (AT)... 
The Night Rider—6 reels (AT). 
Not So Dumb—9 reels (AT).... 
(AT)—AI Talking 


-LENGTH OF TALKING SHORTS 


PARAMOUNT 
Scrappily Married 
Prisoner’s Song 
Don’t Believe It 
Salt Water Ballads 
News No. 49 


Make 


70 min. 
97 min. 


6300 
8700 


5915 
7450 
53870 
6800 


Warner Bros. 
Metro. 


65 min. 
83 min. 
60 min. 
76 min. 


Fox 
Pathe 
Universal 
Metro. 


Devil May Care (Trailer) 
UNIVERSAL 
News (No. 604 oo sik. mairbie vale apace wan ae ae er 
News No. 3 
COLUMBIA 
Alpine Love Call......... Pitch h = Sera ieee ea aa 
UNITED ARTISTS 
Trish Fantasy 
FITZPATRICK 
Lincoln’s Address .......... ba tertta sc mays ares tele aia 
FOX 
Lone Star Ranger (Trailer) 
Length of Non-Synchronous Shorts 
PARAMOUNT 
News NO: 495 28 ie ewe eee Shieie in aly acer ea cree te 


But it is much more desirable 


rubber couplings. A theatre with 
a hot booth, in a warm climate, 
will need more photoelectric cells. 


In ordering spare parts apply 
common sense... Apply your past 
experience of conditions in your 
own theatre. It is always desir- 
able to avoid tying up too much 


money in a needlessly large supply 
of spares. : 


to insure against any combination 
of exceptionally Heavy use and ex- 
ceptionally slow delivery. 

Anything less than a thoroughly 
ample supply of spares is gamb- 
ling with your show. 

Check your spare parts fre- 
quently—without fail. Order what | 
is needed without delay. 


INDEX 


Page Col. 
MERCHANDISING 
December Drive 
Telegraph Office in Lobby.. 10 
Letters to Santa : 11 


Special Pictures 
The Vagabond King 
Taming of the Shrew 
The Love Parade 
Also 
Also? Aa Weg See aie alere ly 
The laughing Lady 
Also 
Hot for Paris by Glendon 
Allvine 
Slightly Scarlet by Russell 
Holman 
Paramount on Parade by 
Arch Reeve 
Reviews of “Shorts” by 
Louis Notarius 
Welcome Danger 
Also 


Three Live Ghosts 
Pointed Heels 
Hollywood Revue 
Show of Shows 
Young Nowheres 


Special Stunts 
ree Institutional Ad 
Sound Special Welcome.... 
Midnight Whoopee Show... 
What to Sell 
Gauging Exploitation Val- 
ues 


Raleigh Autograph Stunt.. 
Auto Show Tie-up......... 
Amusement Calendar 
Herbie Koch Organ 
Want-Ad Tie-up 
New Year’s Frolic Draws.. 
School Tie-up for National 
Holidays " 


1 0 
Paramount’s Loud Speaker. 11 
Special Stills for Tie-ups.. 11 
Fighting Bad Weather Jinx 11 

; USIGC 
Weekly Radio Program.... 3 1 
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Return Novelty Prints!.... 
Picture Song Slides in 
Schools «0.0.0... ‘Gea eerie 
Theatres Hour Broadcast. . 
Holiday Music Shorts 
Music Campaign Launched. 
Kresge Song’ Tie-up 
PROJECTION ROOM ADVICE 
Sound Tips 12 


Sound Results by 
- Dr. N. M. LaPorte 
Changes in Policy 
Film Progress 
Newspapers 
“Opening Theatre” Trailer 
Made : 


George 


C. Walsh’s 
graphy .. : 
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GENERAL NEWS 
Faulty Sound a Menace to 
Business 


Springfield Campaign 
Scores d 


Theatre Openings 
Citizens Fete Newman..... 


¢ 
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